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ALLENITE TIPS 
1—Won't Scuff 3—They’'re Tough 
2—Won't Peel 4—Match Uppers 

5—Exclusive Feature 
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26115—Brown Elk Oxford, 
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43 | HE YOUNGSTERS want “keen” shoes, 
aaa but their mothers want wear value! 
The two Kali-sten-iks styles illustrated meet 
both wants. 


“Kali-sten-iks” as a brand, has since its incep- 

tion 16 years ago, meant: 1. Quality materials aie Relates 
carefully put together. 2. Accuracy in last £2410—Brown Elk Imita- 
measurements and patterns. 3. Good style. San Stdecasin Oatacd. 
4. A Capital Asset for the merchant. 2410—8% to 12 A to D 
Thus we give the youngsters and their mothers 2410—12¥%2 to 3 Ato D 
more shoe value for their money; and the lead- - M2410—3'2 to 5 A to D 
ing stores and shoe departments who service Big Misses 

our boys and girls find that Kali-sten-iks Shoes 2410—5S¥2 to 9 

actively promote customer appreciation. AAA to C 
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TO EXECUTIVES: 


NOW YOU CAN HELP 


aT 


The Treasury’s decision 
to increase the limitations 
on the F and G Bonds 
resulted from numerous 

requests by purchasers who asked the 
Opportunity to put more money into 
the war program. 

This is not a new Bond issue 
and not a new series of War Bonds. 
Thousands of individuals, corpora- 
tions, labor unions, and other organi- 
zations have this year already pur- 
chased $50,000 of Series F and G 
Bonds, the old limit. Under the new 
regulations, however, these Bond 
holders will be permitted to make 
additional purchases of $50,000 in 
the remaining months of the year. 
The new limitation on holdings of 
$100,000 in any one calendar year in 
either Series F or G, or in both series 
combined, is on the cost price, not on 
the maturity value, 


Save With... 


Series F and G Bonds are intended 
primarily for larger investors and may 
be registered in the names of fiduci- 
aries, corporations, labor unions and 
other groups, as well as in the names 
of individuals. 

The Series F Bond is a 12-year 
appreciation Bond, issued on a dis- 
count basis at 74 percent of maturity 
value. If held to maturity, 12 years | 
from the date of issue, the Bond draws 
interest equivalent to 2.53 percent a 
year; computed on the purchase price, 
compounded semiannually. 

The Series G Bond is ‘4 12-year cur- 
rent income Bond issued at par, and 
draws interest of 2.5 percent a year, 
paid semiannually by Treasury check. 

Don’t delay—your “fighting dollars” 
are needed now. Your bank or post 
office has full details. 








mmm) War Savings Bonds 
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THE MINUTE MAN is the symbol of a free 


people’s willingness to fight for the cause of 
freedom. On the home front our job is to buy 


more and more War Bonds and War Stamps. 


USAC 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





WELLCO 
SLIPPERS 
keep feet 


warm and 
ey... 


Wellco Slippers are styled in bright 
colors to attract the feminine eye .. . 
in pleasing patterns for masculine tastes. It will pay 


you to investigate this natural business getter. 


WELLCO SHOE COMPANY 


WAYNESVILLE, NORTH CAROLINA 
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THE OFFICIAL TEXTILE COLOR CARD COLORS 


an pring 1943 


WOMEN’S COLORS 


Bluejacket. ... 578 . .778 
Airway Blue. . . 520 . 720 
Golden Tobacco 588 . 788 
ee 504 . 704 
Town Brown. . ar 
Liberty Red . . Nozama Grain on Calf 


Freedom Green Nozoma Grain on Calf 





MEN‘S COLORS 


Yankee Tan . 





National Brown 
American Tan 

Charro Tan. . 
Adobe Tan . . 














THE OHIO LEATHER COMPANY © GIRARD, OHIO 
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What name just naturally 


















W™ MILLIONS of Americans walking 
more than ever before in their easy- 






going lives—comfortable Walking Shoes 






have become the number one want today. 










And the name that just naturally says 
“walking” to them is WALK-OVER. 











We intend to keep it that way. 





In Life and Collier’s the Walk-Over 


name will continue to be advertised to a 







gigantic audience of 35 million men and 


women. Including your customers and fu- 






ture prospects, whether they're home or 








in the armed forces. 





So—when it’s all over—your Walk-Over 
franchise is going to be a bigger asset, 









more valuable than ever. 


Wals- Over 


Shoes for Men and Women—Quality since 1874 
Geo. E. Keith Company, Brockton, Mass. 


(Trade Mark Reg. U. 8. Pat. Off.) 
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WINGS DAISY eae | DAL 
Black and .red ‘ ee Blac! : an d red Black and red 
Pe aoe oo oa ; Brown and green Brown and green 


er OXFORD 


Solid Kona Brown and | pias 

Solid | grade srew aaa a ? Pine green oes ‘ol - Green and antique 
Rust and green : Kona and bive | Red ~ 

Navy and Kona 


Brown and green 
Navy and Kona Kona and blue 


BLACK PATENT Green and Kona 


LESTER PINCUS SHOE CORP. 


127 OUANWE STREET NEW YORK CITY 
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The transition from season to season brings focus on the 
best all-season leathers. MARACAIN has year after year 
proved its saleability as a midseason leather. Manufac- 
turers, revising old numbers, looking for new treatments 
are using hand-crushed MARACAIN more and more for 
suit, town and casual shoes. Stores find New Castle's color 


range adequate, authentic and practical to promote. 


Designates a hand-grained kidskin originated by New Castle Divi 


sion. Genuine Maracain is not an embossed leather 


New Castle Division Med Kid Company 


100 Gold Street, New York City 
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GREATER Bridge a 


Success Story 
of the 


Arch Type Field 
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THE NATURAL SRIDGE OF VIRGINIA 


ORE Natural Bridge dealers, and a grow- 

ing army of enthusiastic Natural Bridge 

customers, in their stores, prove the science and 

wisdom of the Natural Bridge merchandising 
formula. 


Natural Bridge shoes are regarded, from coast 
to coast, as a synonym for Quality and Value, and 
are priced in a range to produce volume. Made 
over lasts that are orthopedically correct, they 
embody the famous Natural Bridge features, all 
proven for rational foot health selling. 


4223 — RAVEN — Elasticized block Suede 
Kid Open Toe Pump, with dainty tape trim 
on Toe and Quarter, Black Suede Kid Bow. 
717 Last, 17-18 Scuffles Celluloid Black 
Patent Covered Continental Heel, 
Consistent advertising of Natural Bridge Shoes, Leather Top Lift, Littleway-Lockstitch 
nationally and locally, has won for them wider Process. Sizes in Stock: AAA, 514-10; 
consumer acceptance . . . Wherever shoes are AA, 5-10; A, 4%-10; B 4-10; C,3%-10. 
sold, Natural Bridge is favorably known. Pat 
rice $3.40 


So attractive and usable are Natural Bridge dis- 
plays and advertising material that every week 
becomes Trade Mark Week for dealers who use 
them. Natural Bridge franchises are availahle in 
certain communities. A letter or wire will bring 
full particulars, 


Natural Bridge Shoemahers 


DIVISION OF CRADDOCK-TERRY SHOE CORPORAT.ION Made To Retail At $5. to $6. 
LYNCHBURG, VIRGINIA serie Pitow ee diane 





THE SYMBOL OF FINE SHOE QUALITY 
FOR FIFTY YEARS... 


Through a half-century of peace and war, the Florsheim 
Shield of Quality has been our pledge to you, and your TO RETAIL AT 
Most Styles 
pledge to your customers, of the finest materials and “% 
Jeff 
workmanship available. Today—and we hope for 


another 50 years to come—it shall never mean less. 


THE FLORSHEIM SHOE COMPANY e Manufacturers « CHICAGO ¢ Makers of Fine Shoes for Men and Women 
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Firm Footing for Marching Feet! 


OUR BRAND imprints have for the past 22 
years identified our soles and heels. Both shoe 
manufacturers who have used them and the shoe 
merchants have found that they worthily up- 
hold their reputation for giving more wear value. 


These brands are: GRO-CORD, RAW-CORD, 
CRAFT-CORD and NEO-CORD. Many of their 
production molds have recently been supple- 
mented with molds for taps for army service 
shoes having a distinctive imprint of their own. 


Thus we are serving Uncle Sam’s boys in camp, 
the men on the production lines, also the Boy 
Scouts of America. 


We know our many friends will bear with us 
during this trying production period, and will 
realize that we shall maintain the high quality 
of RAW-CORD as long as possible; and that we 
will serve as promptly and efficiently as condi- 
tions permit. 


And, it PAYS to stick with COOD BRANDS! 
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STREET cars run on 42nd Street— 
the good old-fashioned, open street 
cars—but in this case they have 
wire cage sides and you walk down 
the center aisle and the exit is fore 
and aft. Merchants along 42nd 
Street wanted to shelve these cars 
for many a year. In fact, there are 
no street cars running north and 
south in Manhattan but 42nd Street 
is a short run from the East River 
to Hudson River and it’s a profit- 
able ride. You can travel on the 
subways twenty - six miles or more 
for a nickel but this cross-town is 
only a mile or so. In a way, “Our 
Town” is fortunate in having some 
of the old conveyances still left. 
There are open barouches, horse- 
drawn, up at Central Park and if 





worse comes to worst, they can be 
used for conveyances. Some of the 
newspapers have horse - drawn wa- 
gons delivering editions all over 
midtown. 

So, here at the Pershing Square 
Building, where we have our office 
and Outlook Window, we face the 
Airlines Terminal (the world’s most 
modern conveyance) and we see, 


olce 
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the 4 ade 


passing in front of it, the archaic 
street car. May it long be senti- 
mentally remembered! And _ that 
goes for the building we are in— 
the Pershing Square Building. 

It’s a grand business building, 
with rapid elevators and all of the 
things that go with modern, efficient 
business life. There’s a bronze 
tablet on the wall of the main floor, 





that is full of the history of the 
great building and we learned from 
it that George Washington made a 
rallying stand here at a time when 
things were blackest. We are of a 
mind to express the feeling that we 
are in a very similar position in 
Democracy’s last stand. Here’s part 
of the legend recorded on the plaque 
in the Pershing Square Building: 
“In 1776, three American militia 
regiments conducted a retreat be- 
fore eighty-four boatloads of per- 
fectly armed and equipped British 
soldiers. At this spot George Wash- 
ington attempted to check their 
flight and skillfully saved his sol- 
diers for a final stand a day later, 
in the Battle of Harlem. In 1854 
an interesting collection of Squat- 
ter’s shanties were here. In 1883 


the Grand Union Hotel stood here 
(many a line of shoes was exhibited 
at this hotel in the Gay Nineties). 
. . . This Building was dedicated 
by General Pershing to PATRIOT- 
ISM, PEACE and PROSPERITY.” 

Come and see it sometime and 
visit with the Recorder folk. 


- * ” 


LIEUTENANT John F. Hasey and 
his brother, Richard, were in Our 
Town (New York) last week and we 
had occasion to meet them at the 
Walk-Over Store on Fifth Avenue— 


two fine, typical Americans who 
stem from a shoe background and 
who have served at the fitting stool. 

Lt. Hasey has had a fill of ad- 


venture in the wars, from Finland to 





Africa, and has in his collection the 
hip-length felt boots that somehow 
or other weren’t quite adequate, for 
he lost ten toenails in the cold bat- 
tlefields of Finland when the grease 
in the car and the water in the bat- 
tery froze in the ambulance that he 
was driving. He also has the re- 
mains of what were desert worn 
shoes. Believe it or not, the life of 
a pair of soles on the sand and rock 
terrain of the African desert was 
































oftentimes limited to a single day’s 
use. From then on, anything to 
fill the sole cavity—paper, bandage 
or what have you. 

So here we have the “YANKEE 
FIGHTER” closely identified with 
the shoe industry, a lad who sold 
shoes in New York prior to going 
to Columbia University and one 
who will ever be a glorious inspira- 
tion to America and the shoemaking 


craft. 
* * - 


WILLIAM H. HOWARD, execu- 
tive vice-president of R. H. Macy 
and Company, says: 

“One of the most significant war 
time transitions, of course, has to 
do with the ‘new rich’ and the ‘new 
poor.’ If it is true that a great 
many people in the upper income 
brackets are going to have less 
money left out of those incomes and 
must make their dollars buy more 
things it would seem that the popu- 
lar-price store, or the popular-price 
product can gain great headway if it 
directs its appeal intelligently to this 
newly impoverished, but very impor- 
tant market. 





“Similarly, if the ‘new rich’ en- 
gaged in war work have money in 
their pockets which they are itching 
to spend then we must merchandise 
our commodity to them. The likeli- 
hood, it seems to me, is that this 
group will be very important eco- 
nomically for quite a long time. If 
we are to gain them as permanent 
customers we must establish our 
reputation with them early and 
make it stick. 

“TI think it is important that all 
of us remind ourselves that reputa- 
tions are made in times of stress 
just as in normal times. It is a 
shortsighted company indeed that 
fails to make use of its advertising 
to keep its merchandise and its 
name constantly before the public, 
even when it may temporarily have 
no goods to sell to that public. A 
good brand name, or a good com- 
pany reputation is a priceless thing, 








—Have just received a letter from 
a friend who lives near London, 
from which | quote: 


— "Latest figures show that one house 
in five has been damaged by bomb 
raids. | think our view on it can be 
expressed by saying ‘So what!'" 

—"An old woman bombed out of her 
home was heard to remark: ‘There's 
one thing about bombing, it does 
take your mind off the war.’ " 

—"A speaker in Liverpool was ‘heckled’ 
by a man who asked: ‘Isn't it true 
that this is a rich man's war?" The 
speaker replied, ‘Yes, of course it is. 
The rich pay up to 19/6 in the pound 

. in taxes for it—how much do you 
pay?" ” 

—"Delivery of supplies for the home is 
practically impossible. In consequence 
the task of getting food for the fam- 
ilies falls on the women who are still 
left at home. Most are middle aged 
or elderly and many are frail. To 
carry food any distance is no easy 
task. : 

“My wife walks over a mile to the 
shops, may have to stand in a queue, 
and then walk home with her pur- 
chases. It's ali right for a time, but 
atter a few weeks it is not quite so 
funny. Yet it's grand how women 
carry on with a smile, and always 
seem to find someone worse off than 
they are, to help. 

“Recently, my wife talked to a little 
white-haired woman standing next to 
her in. a queue. The old lady was 
over 80 years of age but full of fight. 
Said she, ‘Well, you see, my old man 
likes his bit of fish so | come every 
day so as to get it fresh. | don't mind 
the standing but it's a bit hard when 
| miss my bus and have to wait for 
that, as well as the fish.’ 


IS 


President 





but it can be lost in an astonishingly 
short time during a period where 
buying habits are changing so swift- 
ly and radically.” 

HEARN’S Department Store at 14th 
Street, New York City, graphically 
urges the sale of U. S. War Bonds 
and Stamps in their windows. Here 
is the theme: 

“WHAT YOUR WAR SAVINGS 
BONDS AND STAMPS WILL 
BUY: FOR THE U. S. ARMY— 
$.10 will buy one set of insignia; 


$.25—one dozen bandages; $1.00— 
one arm splint; $6.00—one anti- 
tank shell; $10.00 — one tent; 
$19.36—one 81 mm. trench mortar 
shell; $370.00 — seventeen surgical 
beds; $500.00—one motor trailer; 
$1,000 — one reconnaissance car; 
$15,000—one pontoon bridge. 

“FOR THE U. S. NAVY—$.50 
will buy enough fuel to run a de- 
stroyer one mile; $5.00—one life 
ring; $18.75 — the principal items 
of a chemical warfare protection 
kit; $85.00—a set of signal flags 
for a torpedo boat; $185.00 — 5 
fragmentation bombs; $243.50 — a 
radio receiver; $275 — 2 depth 
bombs or 1 diving outfit; $250,000 
—] mosquito boat. 

“FOR THE U. S. AIR CORPS— 
$.30 will buy 1 message bag; $1.50 
—1 pr. flying gloves; $5.00—first 
aid aeronautics kit; $18.75—1 win- 
ter flying jacket; $52.00—1 bom- 
bardier kit; $150.00—parachute; 
$260.00—1 pilot flying clothes and 
equipment; $3,400 — 1 aerial cam- 
era; $50,000 — 1 pursuit plane; 
$150,000 — 1 two-engine bomber; 
$250,000—1 four-engine bomber. 

LaDy —1 wed gio 
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“FOR THE U. S. MARINE 
CORPS—$.10 will buy 5 cartridges 
45 cal.; $.50 — 12 yards barbed 
wire; $1.00—1 intrenching shovel; 
$3.50—1 round for 37 mm. anti- 
tank gun; $4.00—1 steel helmet; 
$18.75—1 field telephone; $37.50— 
1 wall tent complete; $75—1 field 
range complete—$240 will fire 50 
cal. anti-aircraft gun 1000 times; 
$321 will buy 1 submachine gun.” 

* * * 


“EIGHT Shoe Men with an Idea 
that Works,” is a pamphlet that 
comes from the Plastics Division of 
E. I. Du Pont de Nemours, Inc., 626 
Schuyler Avenue, Arlington, New 
Jersey. It’s a real help to the man 
at the fitting stool for it contains 
“16 SELL-O-PHRASES that will 
make money for alert shoe men” 
and it goes on to say: 

“This is no time to get into a rut. 
America is on the alert. Selling must 
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be wide awake, too—keyed to the 
new things women are doing. Scuf- 
fless ‘Pyraheel’ sell-o-phrases fit this 
picture.” 





“THERE IS A THIRD FRONT” 
says John Wanamaker, in a six- 
column ad and here are some of the 
highlights: 

“Let us face the situation square- 
ly. Let us realize that there is a 
Third Front — the front against 
Inflation. And, as Mr. Leon Hen- 
derson has said, this is a major 
theater of the war. He also pointed 
out in a recent report to Congress 
that price inflation is on a threaten- 
ing scale which, if allowed to con- 
tinue, would mean disaster to our 
wartime and post-war economy and 
would seriously affect the prosecu- 
tion of the war itself... . 

“We hope that the OPA will be 
given the governmental support it 
deserves. We sincerely regret the 
public statements, recently made, 
that reveal an increased cost in many 
commodities and a slight rise in the 
cost of living. We are proving in 
a factual manner every day that, 
with courage and determination, 
we are supporting the best interests 
of our customers and our employees. 
Toward this end we feel it to be our 
patriotic, as well as our moral duty, 
regardless of the ‘legal latitude’ 
which might be granted us by the 
government, to sell the finest mer- 
chandise obtainable at our lowest 
possible cost. . . . 

“We feel that to be patriotic it is 
important to be practical as well. 
When the band marches by we'll 
cheer and then we'll go right back 
to work. It is hard work and good 
American common sense that will 
win this war. Let’s not forget it!” 

* . * 
NOTHING, better illustrates the 
change war conditions are exerting 
in the shoe business than by check- 


August 15, 1942 


ing with Walter Braun. This 
Spring, half the shoes going through 
his Cobblers, Inc., factory were san- 
dal types with the other half a 
closed toe casual moccasin, on a 
pattern identified with the factory 
since its inception. Today the 
Moccarounds are still accounting 
for half the production, but a new 
closed oxford, designed especially 
for women at work, accounts for 
practically the other fifty per cent, 
with every indication of the Over- 
timer orders requiring ninety per 


cent of the plant’s capacity. 
o > 7 


THERE once _was a lady named 
Keefe 
Who wore shoes six sizes too brief. 
The friction and heat 
Blew the corns off her feet 
And she instantly died of relief. 
—Harry Geduld 


E, J. SANDERS of the Crittenden 
Bootery, says: 

“Gas and tire rationing in the 
Miami area has left an imprint on 
the shoe business. Oxford and low 
heel types in women’s shoes have 
eecounted for fully 80 per cent of 
all sales this Summer as against 58 
per cent of a year ago. White has 
been ‘terrific.’ This may be due to 


a trend toward economy and con- 
servatism, but at any rate all white 
and white and color in the spectator 
sport family has run to a good 80 
per cent of volume.” 

The Crittenden Bootery operates 
a number of shops throughout 
Florida, including Richards, Miami 
and Richards, West Palm Beach. 
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“It's the nearest thing we have to a winter shoe. However, we'll recommend a 
carpenter to remove the skiis.” 
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* Washington Newsreel + 


RETAILERS and wholesalers who determine maxi- 
mum prices under Section 3 (a) of the General Maxi- 
mum Price Regulation have been given a modified 
form for reporting these ceilings to OPA. Section 3 
(a) provides a formula for retailers and wholesalers 
in cases where neither the seller nor his competitors 
dealt during March in the article being priced. Per- 
sons using this method must report the action to the 
nearest district or state OPA office for review. The 
form for this report appeared originally as Appendix 
A of the General Regulation. The alterations are con- 
tained in Amendment No. 19 to the regulation, ef- 
fective Aug. 6. The amendment also adds a require- 
ment that chain stores authorized by the OPA Retail 
Trade and Services Division to determine uniform 
ceiling prices pursuant to Section 3 (a) must report 
the prices thus established at the place designated in 
the order authorizing uniform pricing. 
* * * 

THE life of two temporary regulations governing the 
procedure for adjustment of certain abnormal maxi- 
mum prices has been extended from Aug. 1 to Sept. 1 
in order to provide adequate time for drafting and 
issuing permanent procedural regulations. 

Temporary Procedural Regulation No. 2, providing 
the method for adjustment of out-of-line maximum 
prices established under GMPR, was extended by 
Amendment No. 1. Temporary Procedural Regula- 
tion No. 5, providing the method for adjustment of ceil- 
ing prices established by Maximum Price Regulation 
No. 165—Consumer Service—was extended by Amend- 
ment No. 1. 

It is expected that permanent procedural regula- 
tions, providing for expedited handling of adjustment 


cases, will be issued for mid-August. 


THE Quartermaster Corps has announced the pur- 
chase of 1,851,000 pairs of service shoes for delivery 
in August from approximately 50 different com- 
mercial firms located throughout Missouri, Michigan, 
Tennessee, Virginia, Wisconsin, Pennsylvania, Massa- 
chusetts, Illinois, Ohio, New Hampshire and Maine. 

These service shoes are saving large quantities of 
rubber. They have a tap half sole which is sewed and 
nailed to the regular leather single sole. It is made of 
reclaimed rubber using no crude rubber. The new 
half heel now used in place of the whole rubber heel, 
also utilizes only reclaimed rubber. It has a wood 
core, and the base of the heel is leather. 


MEANWHILE, specifications governing the use of re- 
claimed rubber in the manufacture of soles and heels 
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have been established by WPB in order to save the 
better grades for more important uses. The specifica- 
tions, contained in Amendment 11 to Order M-15-b-1, 
prohibit the use of tire friction scrap, which makes a 
high grade of reclaimed rubber, in all heels and soles, 
whether made for civilian use or for the Army or Navy. 

A limited amount of tire friction scrap may be used 
in heels and soles for the Marine Corps until Oct. 1, 


only. 
om we * 


M ORE sole leather is made available for the repair of 
civilian shoes by an amendment to Conservation Order 
M-80 announced by the Director General for Opera- 
tions. 

Tanners are now required to set aside each month 
a percentage of their manufacturers’ sole leather bends, 
which are usually used in the manufacture of shoes. 
Of the bends set aside, between 70 and 75 per cent must 
be of eight iron and up, which is the heavier weight of 
sole leather. All leather of military weight and quality 
must first be cut from these bends. The non-military 
quality portions must be cut for civilian shoe repair 
purposes. 

Supplementary order M-80-a, issued simultaneously, 
fixes the August quota of manufacturers’ bends to be 
set aside by tanners at 15 per cent. 

The amendment also provides that the non-military 
quality portions of finders type bends (sole leather used 
by repair shops) are to be cut into mid-soles (pieces 
used between inner and outer soles) for lend-lease use 
or into repair stock. Top lifts (small pieces used on 
heels) cut from finders bends may be used for any 
suitable purposes, but other non-military quality stock, 
such as taps, from finders bends is to be used for 
civilian shoe repairing. 

The amendment makes no change in the total supply 
of sole leather available for either civilian or military 


uses. 
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CONTROL ovér shearlings has been tightened by 
WPB by amendment to General Conservation Order 
M-94, to reserve all of the best quality shearlings for 
Army and Navy flying suits. The order provides that 
henceforth shearlings, other than grade No. 4 
shearlings, may be processed and sold only to fill 
orders placed by the Army Air Forces, which buy for 
both the Army Air Force and Naval Bureau of Aero- 
nautics. The previous order restricted shearlings to 
defense orders. Defense orders cover a wider field 
than Army Air Force orders. Tanners processing Air 
Force orders are prohibited from purchasing or proc- 

[TURN TO PAGE 47, PLEASE] 
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What The Eye Sees 
The Mind Remembers 


A TRADE MARK is something more than a mere de- 


sign, used to identify a product or a line of merchan- 
dise. It is the symbol of an idea, of something which 
a human brain has conceived and which human hands 
have wrought to make this particular product different 
from others of its class. Once the buying public has 
become familiar with a trade mark, and associated it 
with the product for which it stands, a trade mark, 
brand or trade name acquires a value, intangible to be 
sure, but none the less real to manufacturer, merchant 
and consumer alike. Customers will. pay a price for 
the assurance of value that a trade mark carries with 
it, and because of this, wise manufacturers and mer- 
chants protect and exploit their trade marks and the 
branded lines they make or sell. 

These are days in which values are open to ques- 
tion and buyers are confused. Shortages of vital raw 


materials resulting from war conditions have caused 
customers to wonder if their favorite brands of—shoes, 
for example—are as good as they used to be. What 
can the manufacturer or the merchant do to reassure 
them? Unfortunately they cannot always, under pres- 
ent conditions, offer an assurance of unvarying quality 
and uniformity of materials. But there is much that 
they can do. They can reiterate, through advertising, 
displays and the spoken word of salespeople at the 
point of sale, that their brands of merchandise will pro- 
vide the utmost in quality that is obtainable under 


existing conditions. They can promise customers that 
the intangible elements for which a trade mark stands 
—the fit, style, design and particular service rendered 
by a shoe, are all that they ever were. They can, in 
other words, build customer confidence in branded 

[TURN TO PAGE 47, PLEASE] 
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(stat PROMOTION OF BRANDED LINES 


BUILDS Vfeada iret gcable SHOE BUSINESS 


THOUGHTFUL shoe merchants today are concerned 
not only with the problem of how to keep sales and 
profits up to a level that will enable them to survive the 
emergency created by the war, the scarcity of materials 
and curbs on retail operation that have resulted from 
it, but also with the question of how to conserve the 
intangible assets of consumer good will which they have 
built up over the years by the quality of their mer- 
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chandise and the character of the service they have 
given their customers. 

One of the best ways to accomplish this, in the 
opinion of many, is to encourage customers to trade up, 
buy higher grade merchandise and spend some of the 
extra dollars at their disposal as a result of increased 
incomes, to buy better grade shoes, particularly trade- 
marked shoes, which can be counted on to yield them, 
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even in wartime, a dependable measure of satisfactory 
service, 

In other words promote trade-marked lines of shoes 
to create an acceptance among your customers that 
will bind them to your store by ties of good will, not 
only for the duration but through the period of con- 
fusion that is sure to follow, while reconstruction is in 


progress. 


‘BROADLY : speaking, the American’ public has never 


been fully educated to an appreciation of quality, ser- 
vice and value in shoes. This is true of all classes of 
footwear, including men’s, women’s and children’s. It 
is a common experience among shoe merchants to meet 
business men who are keenly alive to the importance of 
the correct fit, quality of materials and fine touches of 
expert tailoring which mark a good suit of clothes, but 
who lack a similar appreciation of the elements of fit, 
quality and craftsmanship in shoes. And yet, the dis- 
comfort and injury which an imperfectly fitted shoe 
may cause, or the dissatisfaction that comes from in- 
ferior quality, are immeasurably greater in the case of 
shoes than in clothing. 

How many times have we heard a man ask, “What 
can you put in a pair of shoes to make them worth 
more than the good looking styles I see in the chain 
store windows?” Isn't it a reflection on the kind of 
educational and promotion work shoe merchants have 
been doing, or evidence of a lack of such effort, when 
intelligent men think of shoes in this way? Shouldn't 
they be taught that the money they spend for a pair 
of shoes buys two separate preducts, involving more 
than a hundred expert operations, not to mention the 
scientific research, skill and patient painstaking effort 
that go into the leather and other materials. 


Boor anp SHoe Recorper believes now is the time 
to teach the American public this better appreciation 
of quality, fit and service in shoes. With the supplies 
of shoes and shoe materials affected as they are by war- 
time government restrictions, the opportunity for ex- 
pansion in volume sales seems certain to be limited as 
long as the war continues. There is no limitation, 
however, on the opportunity to sell quality, fit and ser- 
vice and to educate the public to a better appreciation 
of the values it receives in shoes. One of the best ways 
to do it is through the promotion of dependable branded 
lines by merchants in their windows, through their local 
newspaper advertising and by their salespeople at the 
point of sale. 

The merchant who carries on a consistent, carefully 
planned promotion of this character should profit by 
it, not only during the emergency in a gradual accep- 
tance of lines and types of shoes that yield a better 
margin of profit, but also in the post-war period, through 


the development of a dependable clientele of satisfied 


regular customers, which is one of the most valuable 
assets any independent shoe store can possess. 
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Use Windows, Local Newspaper Ads, Direct 
Mail and Consumer Education at the Point of 
Sale to Cultivate a Better Appreciation of 
Shoes and Shoe Values, Especially During Na- 
tional Shoe Trade Mark Week, Sept. 5 to 12, 
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LINES BUILD Oe PROFITS 


BY MILTON M. GAIR 


INDEPENDENT MERCHANT OF REDLANDS, CALIFORNIA 


Boot and Shoe Recorder 





Survival and Future Prosperity of the Independent Merchant 


Depend Upon Tying His Merchandising and Selling Efforts in 


with Promotion of Lines in Which Customers Have Confidence 


BUSINESS is man’s economic activity for the purpose 
of making a profit. Profit in retailing, as in all walks 
of life, is that element that determines whether we 
survive as self-sustaining individuals or institutions. In 
retailing there are two kinds of profits, short-range 
and long-range. From a standpoint of sound com- 
mercial research we have predicated our store policy on 
featuring branded lines of nationally advertised mer- 
chandise for two basic reasons. The first reason is 
that by featuring nationally advertised merchandise we 
are making a civic contribution to the Profit System. 
The second reason is strictly selfish and personal. From 
a long range appraisal we are convinced that that policy 
will assure us a better chance of survival than if we 
promote our private label. 

Advertising has made a splendid contribution to 
the economic and social development of America. Ad- 
vertising and brand names are typically American. 
Advertising will survive this war only if Free Enter- 
prise survives. It is part and parcel of the blood stream 
of a Democracy. All costs of government must be paid 
for. The only way they can be paid for is by the 
products of industry. Advertising is one of the essen- 
tial tools of management in the creation of these prod- 
ucts. Advertising too permits and makes possible the 
freedom of the press and radio. Because advertising 
is the pump that makes possible the orderly distribution 
of all essential commodities, it permits the law of sup- 
ply and demand to function, keeping up payrolls so we 
can all make a little profit, this in turn permitting us 
to pay our taxes gladly, while we hum “There'll Be 
Buzzards Flying over Tokio.” 

Freedom of choice is one of the things that differ- 
entiates the Profit System from any other system. Ad- 
vertising and advertised products make this possible. 

From a strictly selfish, personal reason, too, we be- 
lieve that any store that predicates its.store policy on 
vigorously tying up to nationally advertised merchan- 
dise is assured of a healthier profit structure than those 
stores that promote their private labels. I am qualify- 
ing this, of course, to mean the average independent 
store, regardless of the commodity it sells. The same 
promotional effort applied to selling nationally known 
merchandise, as compared with private labels, will pro- 
duce much more in actual profit and in*long-range in- 
stitutional advertising. I believe with Squibb that the 
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most priceless ingredient of any commodity is the name 
and integrity of its maker. Tying up to nationally ad- 
vertised merchandise affords the independent shoe store 
.-. Or any store . . . the one credo that the private label 
merchandisers cannot say. We have evolved a psycho- 
logical formula that we believe is the soundest in 
America to influence other people’s thinking and buy- 
ing habits on this question. Here it is: “WE ARE 
PROUD TO PRESENT STANDARD QUALITY MER. 
CHANDISE MADE BY MAKERS PROUD ENOUGH 
OF THEIR PRODUCT TO INSIST THAT THEIR 
NAMES ARE ON IT AND WHO HAVE NEVER PAID 
THEIR EMPLOYEES AN UNAMERICAN WAGE 
SCALE ‘TO GET THE PRICES DOWN’ UNDER COM. 
PETITORS’.” In every institutional public relations 
message we use this . . . in capitals . . . in our copy 
treatment: “CIVIC-MINDED CITIZENS CAN DO 
THEIR PART TO MAINTAIN NATIONAL BUYING 
POWER BY* DEMANDING STANDARD QUALITY 
MERCHANDISE WITH THE MAKER’S NAME ON 
IT OF EVERY KIND IN ANY STANDARD. QUALITY 
STORE...” 


IT is common knowledge that the wages paid to 
employees making nationally advertised merchandise 
and the stockholder increment behind it have always 
been much higher than that of private label merchan- 
dise, made by makers who refuse to permit their names 
to be on their merchandise. As clinical proof here is a 
mail order house advertisement, going into millions of 
American homes: “Save 4 . . . we cannot tell you the 
maker’s name .. . we contracted during the maker's 
slack season when labor and materials cost 1/3 less . . .” 
We submit this approach as the most effective way to 
influence the thinking of the American public on this 
vital question. Obviously we wish to convey this mean- 
ing to the reading public . . . that the maker of un- 
branded merchandise is so proud of his product he 
insists his name is off of it! Unquestionably this affords 
the soundest argument that the independent has. It is 
the one thing that the major mass-distributors promot- 
ing their own private labels cannot say! We believe 
it smart football to call this one play that our op- 

ponents cannot call. 
If the private label school had always paid the same 
[TURN TO PAGE 4], PLEASE] 
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USE YOUR MANUFACTURER’S 


\\findou avn Ni Natosal ro siete 


GOOD WILL ron \loun Yona 


YOUR franchise for a trade-marked line of footwear not only gives you the selling 
rights and a well-organized source of supply for good shoes; it also includes selling 
helps created and prepared by window displays and advertising specialists, usually 
the staff of an advertising agency that an individual store, even fairly large, could not 
afford to engage. Some manufacturers advertise their trade-marked lines nationally 
in newspapers and magazines, and these ads are accompanied by lists of stores through- 
out the country where the shoes are available. But more often it is your own tie-up 
in advertising and displays that let people in your community know that these good 
shoes are obtainable at your good-store. The store that neglects to tie up completely 
with the manufacturer’s promotion is missing contacts with a pre-sold market. 
Throughout all of the ads in national magazines runs one unchanging identification 
—the trade mark. Remaining the same season after season and year after year, the 
trade mark and what it stands for becomes impressed upon the minds of the readers 
who see it often in their favorite magazines. They instinctively recognize it as a 
familiar friend when they meet it in your local advertising and in your displays. Thus 


26 





























Nn 






































Dealer Helps Developed by Manufacturers of Branded Lines 
of Shoes Offer a Wealth of Material which Resourceful Stores 
Can Use to Their Advantage to Create Prestige and Profit 


is united the selling power of TWO GOOD NAMES— 
yours, and the name of the good shoes you sell. 


MANUFACTURERS of nationally advertised trade- 
marked lines of shoes, also those who make trade-marked 
shoes that are not nationally advertised, almost always 
supply window display material to their dealers, as well 
as cuts, mats and copy for use in newspaper advertising. 
Many retailers make excellent use of this material in 
planning their window displays and preparing news- 
paper ads. It is a common complaint from the manu- 
facturers, however, that other merchants fail to utilize 
these dealer helps as fully as they might, with the result 
that a tremendous amount of costly and carefully pre- 
pared material is stored away in files or piled up in 
shoe store basements instead of being used for the 
purpose for which it was intended. Meanwhile, the win- 
dows and ads of these stores oftentimes lack the selling 
punch that a wise use of the professionally prepared 
dealer helps of the manufacturers would provide. 

Now is a time when every facility that might increa~e 
the profits of retail stores should be fully utilized and 
when nothing that is useful should be permitted to go to 
waste. So if you haven’t made the best possible use of 
your manufacturer’s dealer helps in the past, now is 
the time to give careful consideration to the question of 
how you can plan to put them to work in your interest 
and make them yield maximum returns in the promo- 
tion of your business. 


THE co-operation of experienced ad men given 
through the ad suggestions and other dealer helps of 
the manufacturer should be of the greatest help. They 
not only give you factual information essential in writ- 
ing your ads—or in selling the shoes on the floor—but 
they come “ready to use.” They tell you-both what to 
say and how to say it best. Remember, that “canned 
copy” as many choose to call it, represents a lot of work, 
research and experience. It is not slapped out in a 
minute—it’s more likely to represent many hours and 
even days of effort, with several re-writes to get it right. 
Illustrations, too, are usually good—better than the art 
work available from other sources in many communi- 
ties. True, some stores may rightfully claim that these 
ads are not in the store’s customary advertising “style” 
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—and we agree that up to a certain point continuing a 
certain style is helpful from a continuity standpoint. 
But every live store finds it necessary to change with 
the times, and today there is far greater flexibility in 
“style” in advertising than there ustd to be. Also, the 
material supplied today is far more flexible and adapt- 
able and shows a definite appreciation of the fact that 
many stores have limited appropriations; the small 
space ads are given the same care and consideration as 
the bigger ones. 


SUBSTANTIALLY the same thing is true of window 
display material, which is often available in the form of 
complete window trims, or in units which the dealer 
can incorporate in his own displays. 

There’s another angle of special interest today—that 
of war-time advertising—advertising that meets the 
changing times and conditions. Whatever develops, you 
can depend upon it that the makers of trade-marked 
lines are not going to let their identity be lost. They 
will continue to cooperate with you in keeping before 
the public the traditions of good shoe making and good 
shoe retailing. If difficult situations arise they will help 
to gain understanding and indulgence among your cus- 
tomers for the shoes they make, and other lines affected 
by the same conditions. Building up good will that is 
always any organization's greatest asset, will continue, 
that they AND YOU may have the back log of customer 
friendship that will be so valuable in the post-war period. 
Brand names and trade marks will be kept alive through 
advertising. Let your good name continue to be linked 
with theirs in the customer’s mind. It will mean much 
to you when days of priorities, allocations, standardiza- 
tion and price control are over and we return once more 
to the great American tradition of free enterprise, in 
which every store and every manufacturer depends for 
its very existence upon serving and satisfying its cus- 
tomers. For even more conclusive evidence that it pays 
to tie up with the maker’s advertising for your trade- 
marked lines will be found in a review of the advertis- 
ing of the many good stores from coast to coast that con- 
sistently do it—firms whose local standing is high, add- 
ing the further prestige of nationally-known shoe names 
—apparently convinced that “Two good names are bet- 
ter than one.” 











Rayon Hosiery Passes the Tests 
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The idea of the two stocking purchase is cleverly illustrated by this window 
suggestion from Roman Stripe. The Hosiery Twins dressed in striped cos- 
tumes carry out the idea in an attractive way. The copy points to the 
necessity of having “At least two pair. One to Wash. One to Wear.” 


UNDERSTANDING and enthusiasm are what will sell 
rayon hosiery this Fall. Education of the girl behind 
the counter is more needed than ever before. Three 
ideas are being stressed by style, merchandise and 
promotion managers of leading hosiery companies . 
fit, minimum two-pair purchasing and stocking ward- 
robes. These are ideas for you to use in training your 
sales clerks and in educating your customers. 

Fit, according to Grace Jones, merchandising direc- 
tor of Wayne Knitting Mills, is “the biggest single ele- 
ment in merchandising hosiery for the immediate fu- 
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ture.” Fit, she believes, is even more important in 
rayon than it was in nylon hose. * 

One of Propper McCallum’s new window promotions 
is based on fit. Three mannequins . . . small, medium- 
sized and large . . . display three stocking lengths. 
Important point is that the stockings themselves are 
marked with the lengths so that the customer can tell 
for herself whether or not she has been correctly sold. 
One, two and three stripes at the wélt indicate the three 
sizes. The slogan accompanying this display is “Know 


Your Correct. Fit. Look for the Stripes.” 
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Is It Flattering? Does It Fit? 


Wear? Can We Get It? The Answer Is Yes. 


Has It Style Appeal? Will It 


You and Your 


Customers Will Find Rayon Different from Silk or Nylon, But 
You Wili Find It Satisfactory, If You Know What to Expect 
from It and If You Pass that Knowledge on to Your Customers 


According to Mrs. Gertrude Dinsmore, fashion direc- 
tor of Nomend Hosiery, fit is the most important ele- 
ment to watch. Five leg types in rayon hose are pro- 
vided for by this company which is starting a campaign 
with the stores for careful fitting of stockings. Records 
are to be kept of the customers’ sizes. 

Vanity Fair Silk Mills, in a clever booklet called 
“Rayon Has a New Baby . . . It’s Stockings!” says this 
about fit. “Vanity Fair believes in providing every 
client with ‘custom fit’ and has long made a specialty 
of styling stockings in three proportioned lengths . . . 
in rayon stockings it is more important than ever to 
study proportioned lengths as we have developed them 
in our rayon stockings. You will notice that these 
stockings are knit slightly shorter in all three lengths 
than formerly. This is because rayon tends to stretch 
somewhat when worn for a few hours.” 

The Phoenix Hosiery Company discusses fit from 
another angle in their booklet, “Selling Rayon Hosiery.” 
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by ELEANOR RUTLEDGE 


“We believe you will be truly amazed at the fine fit 
of better rayon stockings. Improved high twist rayons 
have increased cohesiveness and resiliency, improving 
the springiness of the fibre. In addition, reputable 
craftsmanship, finer gauges and generally more intel- 
ligent manufacturing have done wonder in producing 
exacting fit and proportion in rayons.” 

In their lively presentation on “Ray-Grains” Roman 
Stripe Hosiery puts it this way: “Fit Is Important! For 
perfect fit Ray-grains are knit the single-unit way, with 

[TURN TO PAGE 40, PLEASE] 


“Steps in the manufacture of your Rayon Stockings” 
are dramatized in this window from B. Altman & Co., 
New York. The stockings are from NoMend. The 
cards at the lower right develop two selling points for 
the new rayon stockings. “The rayon stockings you 
wear are more beautiful than ever” is the text of one. 
“Care of your rayon stockings” is subject of another. 








The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Lazy Money 


|F ever there was a time in the life of a merchant when 
“staying in the rut” was the wrong thing to do—it is 
now! There’s something about running a store and 
waiting for customers, over a period of years, that 
‘ “sets” a man’s thinking so that the rut gets deeper and 
deeper and he finds it is almost impossible to do any- 
thing that isn’t routine. Well, the time for stepping out 
of the rut is here. Things are happening with such 
speed and uncertainty that many a merchant finds him- 
self “out of business” in spite of himself. 

The great rut-maker is the habit of taking last year’s 
sales and buying this year’s merchandise on that pat- 
tern of operation. Many a store has a surplus of inven- 
tory of fancy shoes, particularly fancy sport shoes that 
may never be moved, even over the bargain counter. 
To duplicate may be an error, because, today, the only 
real stylist for the merchant to get information from 
is the public itself. The behavior of that public sets 
the trend. 

Get out of your store. Take a look at your com- 
munity. Figure out its changing likes and dislikes. If 
there has been a significant change in your community’s 
work-interest, find it out for yourself. No one person, 
styling a thousand miles away, can be as effective a 
trend-maker as you yourself, in your own community. 

The public has a sense of what it wants and will take 
nothing else. It’s a walking, shopping public today. 
You may have to stretch the store’s selling out into the 
night to serve the customer who works at a machine all 
day—and some of them are working seven days a 
week. The public’s needs are changing. Their wants 
are for you to find out—working women have new 
ideas. 

Some of the big cities are definitely in for a slower 
pace at retail. In the big cities people are filled with 
their own fears and some bought surplus supplies in 
those boom retail months early in the year and won't 
be in the market for as much or as many. In com- 
munities where war work is riding high, opportunities 
are greater; but the shoes have got to be right and in 
the mood of the public of that community. 

For now the merchant is indeed a true merchant; 
one who ventures his money, his time and his thinking 
so that he can make a living and some little profit for 
reserves. By and large, this should be a good profit 
year at retail. Whether or no there is anything left 
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after taxes and higher costs are paid, that’s something 
else again. But as a work year at retail, it’s on the 
right side. 

The business man who is a storekeeper is finding his 
rut—the stale inventory on the shelves. The merchant 
who is a dealer, finds that the lines he considered as 
good buys have given him a hodge-podge of shoes, 
neither this nor that in the trend of the public’s wants. » 
And when it comes to fitting, he is one-twelfth of a 
dozen behind his customer at the fitting stool. 

But the real merchant, he who ventures in trade, has 
a clear concept of what it’s all about. By gad, he’s a 
merchant. 

We like what Max Sommer of San Francisco scys: “Ours ts 
not a tank or a foxhole nor the cockpit of a P40. We'll get 
no medals, no uniforms, no cooties. We won't get a headline in 
the newspapers . . . unless we lose . . . Our part in this battle, 
as distributors of footwear, is to maintain an adequate supply 
of shoes to the people of our community. To strive to properly 
supply everyone and over-supply no one. To do everything in 
our power to increase the life of every pair of shoes in the com- 
munity to the maximum.” 

If ever there was a time for foresight, it is now! If 
transportation of civilian godds goes bad, the far- 
sighted merchant gives a margin of shipping time for 
his Christmas shoes, for his opening Spring shoes, for 
his Easter shoes, You can have “sizes ahead” in a’ 
period when hot and fancy pull-over shoes are as un- 
wanted as last year’s birds’ nests. 

The shoe’ man again comes into his own. The man 
who knows shoes; the man who knows the possibility 
of wear and service and satisfaction in shoes. 

There are a hundred and one little things in shoe- 
making that we have almost forgotten. They were used 
in the period when we didn’t have all these high speed 
refinements. Well, the shoe man who has a long and 
broad experience in footwear, inside and out, is going 
to be able to buy and sell—because this craft is most 
ingenious. 

But the problem always is getting close to the cus- 
tomer and we are learning, under the law of ceilings, 
that a static inventory is the greatest danger to the 
merchant. His store might be a house of cards that any 
chance wind may blow over because he bought in a 
rut and stayed in the rut—when he should be selling 
and repeating; because turn-over is the life of trade. 

There is nothing so dangerous to a business as lazy 
money and this is the time to watch out. 
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Here's your 


answer to dribble:dribble deliveries 


the big if in Fall 


shoe merchandising 


Just how sure are you of fast, steady deliveries from women’s 
novelty factories, to meet your selling requirements this season? 


Everybody held off buying until the last minute, waiting for price 
ceilings. Factories were 3 to 6 weeks late getting started and many 
are sold up through Fall. Production has been sharply limited by 
joss of skilled labor and shortage of critical materials. In-Stock 
departments that you used to rely on for quick sizeups have been 
raided for pairage . . . many of them eliminated, others cut to the 
bone. And because everyone is now demanding “at once” delivery, 
shipments are being rationed to “spread” available pairage. 

Chances are you'll get Fall shoes in driblets . . . resizes (on makeup 


only) in 4 to 6 weeks if you're lucky . . . a thinning trickle of shoes 
when you need a torrent, as consumer demand increases toward 


peak season. 


FOR PROOF THAT SAKS CAN SHIP IT, Clip it 
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What to do about it? There’s only one answer: 


Get yourself an ace in the hole. Line up a “life-saver” like M. J. Saks 
. .. a Style-wise, over-the-counter distributor who can give you high- 
speed service FROM STOCK on everything from playshoes to correc- 
tives . .. who maintains complete sizes in stock through your peak- 
selling period . . . and who can give you a carton, a case or a carload 
when you need them, and at the price you want to pay! 


Strong talk? It’s strong all right, but our new catalog will 
prove it’s not just talk! It’s jam-packed with fast-selling 
patterns that fit right into your inventory — available for 
instant shipment. Send for it. Pore over it. Check it against 
your own list of “delivery-problem” shoes. And decide, 
with so many other shrewd volume merchandisers, to 
count on Saks when you need shoes quick! 


a M.u.Saks 


shoots you the shoes from stock 











WORK orn PLAY vw 
TWO MARKS FOR YOUR PROFIT BOOK 
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Ris on the list of shoe needs of American 
women today are ‘Shoes for the job and after the 
job is done.” We bring you both in Hi-Lark and 
Play-Eze, America’s two smartest promotional 
items. So great has been the response of American 
women to these two shoes, that they are setting 


volume figures at an attractive mark-up in stores 
all over the country. With them, the casual shoe 
business has become a year ‘round proposition. 
This business, now a most important part of the 
total volume of many of the country’s leading 
stores, must be based on well styled, carefully 
made, durable merchandise. Put these two trade 
marks down today. HI-LARKS by Pli-Mode Shoe Co. 
to Retail at $3.95 to $5.95. PLAY-EZE by Hermal 
Shoe Co. to Retail at $2.50 to $3.00. Investigate 
them today. 


HERMAL SHOE CO. — PLI-MODE SHOE CO. 


_ EVERETT, MASSACHUSETTS 
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Wilshire 
Boulevard 
And Broadway 


Exceptional July Shoe Business . . . Surprising Strength of 


Low Heel Welts . . . Quality Shoe Buying Dominant... 


Summer Stocks Lower Than Normal .. . 


Casuals Selling 


Over Wide Range . . . So Headlines Would Read Telling 


the Story of July Retail Shoe Business 


by HARRY R. TERHUNE 


JULY sales records in most Los An- 
geles stores topped any month this 
year, with the buying of regular priced 
quality goods accounting for the in- 
crease. Clearance sales offerings were 
drastically limited and length of time 
of sales was curtailed. One long estab- 
lished store specializing in top grades 
reports July, 1942, sales to be three 
times the gross of July, 1940. 

Buyers expect a normal business for 
Fall with a normal dollar increase, 
even in the face of uncertain deliveries 
and uncertain man power. 

July and August selling clearly in- 
dicates people hgve money to spend, 
but they are not spending their high 
wages recklessly or cautiously. They 
are just carefully selecting good shoes 
of proven value, shoes which fill a 
definite purpose. 

“This year the acid test of what the 
Fall holds in store for us will come 
from analyzing this month’s (August) 
business. Usually sales predominate in 
August. There will be none here this 
month, so the business will be entirely 
regular shoes at regular prices.” Wm. 
Gude (Gude’s). 

“Current consumer purchases are on 
a ‘duration buying’ basis—that of buy- 
ing the best quality and expecting the 
shoes to last a long while.” W. O. Mc- 
Cracken (Wetherby-Kayser). 

A city-wide condition of below nor- 
mal summer inventories is attributed 
by Paul Kirsh (The May Co.) to the 
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in Los Angeles. 


persistent demand for whites, specta- 
tors and high colors through June and 
July. Consequently both regular and 
clearance summer stocks are in a satis- 
factory condition. 

The low heel welt business is taking 
the town by storm. Gude is transform- 
ing a special first floor section for the 
exclusive promotion of dressy and 
practical low heels, And they are 
broadening the scope of their third 
floor Arch Preserver department to in- 
clude more shoes in the sportive low 
heel family. “This is one time in years 
when a store can sell shoes in volume 
that are comfortable, with practically 
no returns or adjustments. This store 
never had so many low heel welts in its 
history as at present, the reason being 
the large number of women of all ages 
who are wearing them, many for the 
first time. A windowful of low heels 
titled “United We Walk’ is making a 
tremendous number of new friends.” 
M. E. Mashburn (Gude’s). 

Huggins (Wilshire Boulevard and 
Pasadena), a store which never sold a 
pairs of welts, now finds a quarter of its 
volume of high grade business coming 
from the sale of smart low heel exam- 
ples. “Women have not stopped buy- 
ing pretty shoes, but they do insist 
their shoes mean something,” says Ted 
Huggins. 

“Pretty shoes are holding their own 
with the pairage gains coming from 
the lower heels. A decidedly increasing 


trend to low heel shoes, with the heels 
as low as 12/8 is noted. Women are 
still women and want what they want, 
so the low heels must be just as styleful 
as the patrons’ formér high heels.” I. 
Miller Stores of Los Angeles. 

“Smooth calfskin shoes, longer-lived 
footwear, are what they are buying 
with a very big definite feeling for mili- 
tary welts,” summarized Paul Kirsh, a 
finding in which all downtown stores 
concur. However, The May Co. have 
certain basic types of suedes which 
they carry an entire season and which 
are being sized accordingly. 

One particularly astute buyer be- 
lieves this year’s overstock will be en- 
tirely on heavy weight low heel welts. 
As he views the situation, women are 
not yet ready to be volume usets of the 
real heavy types, “they still want thei 
low heel shoes with a fashion’ snap,” 
he knows. 

Walking types are very strong at 
Saks Fifth Avenue out Wilshire way 
and they are most important down- 
town, says Mike Kaplan (C. H. Baker 
Stores). “This Fall the light-weight 
walking shoes are tremendgps in all 
our stores, especially in age new 
smart, easy-to-wear patterné.” ‘On the 
same kind of footwear, Pau] Jesberg 
finds they are rolling right along on 
their own momentum. Here the picture 
is filling out as they originally played 
the heavier kinds first and are now 

[TURN TO PAGE 34, PLEASE] 
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Wilshire Boulevard and Broadway 


[CONTINUED FROM PAGE 33] 


broadening out to include the more 
styleful, lighter types. 

At J. W. Robinson & Co. the low 
heel welt department is a business in 
itself, with a major part of the third 
floor salon being set aside for shoes 
with 14/8 heels and down. Hand-in- 
hand with these shoes and illustrating 
the trend toward more practical heels, 
P. D. Lehman (Robinson’s) has devel- 
oped an entire program for platform 
styleful shoes with heels from 17/8 
down. 

While downtown stores are selling 
more smooth leather shoes than suedes 
this Fall, they are, however, selling a 
lot of beautiful Summer suede open 
shoes. 

Apparently there are no intermediate 
styles this season, as most stores are 
featuring either the plain or quite fem- 
inine kinds. And they are really sell- 
ing feminized sandals. 

“There is a lessening of certain types 
of suedes, although they are considered 
staples in a store like ours. Sales are 
limited to the real dressy kinds. Novel- 
ty patterns and high colors are selling 
as fast as ever. The good old black 
and brown are the number one in sales, 
with colored shoes selling freely, espe- 
cially in the new novelty colors. Wood- 
en soles are still in the ‘may be’ or 
novelty class.” So report the I. Miller 
Stores of Los Angeles. 


Out the Wilshire District sueded ma- 
terials are tops for early Fall in stores 
such as Bullock-Wilshire, Delman, 
French Bootrie, Magnin and Saks Fifth 
Avenue. Up to 90 per cent of their 
patrons are buying sueded leathers 
now, with the balance strongly in the 
alligators. Patrons here usually reserve 
their smooth leather buying for Sep- 
tember and October. 

Offerings of genuine alligator and 


reptiles are meeting with a nice recep- 
tion from people who are actuated by 
the expected long wear the materials 
are promised to give. This is true all 
over town and in all grades. Apparent- 
ly there are plenty of alligator shoes 
in town, with plenty of women inter- 
ested in owning a nice pair. 


The old story in the Los Angeles Fall 
buying trends was sueded leathers first, 
then calf, then reptiles in the majority 
of downtown stores handling the better 
grades. This year reptiles came in 
much earlier and sold strong in July 
and so far in August. Right how the 











‘av 3 
THE CASUAL 
DAYTIME SHOE 


BY 


CALIFORNIA LEISURE INC. 
1240 SO. MAIN STREET 
LOS ANGELES, CALIF. 











Hollywood . 


SKQOTE 


Manufactured by 


VOGUE SHOES, 


1722 E. 7th St., Los Angeles, 


INC. 
Calif. 








“SMARTEA PARTY" 
The Casual Buildup’s You've Been 
Waiting For. 

California’s Most Original Play and 
Casual Footwear. Retailing $6.95-$8.95 
KIMEL SHU COMPANY 
417 East Pico, Los Angeles 
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medium heel reptiles sales are tremen- 
dous, with the average patron also buy- 
ing a bag to match. This makes a nice 
little deal of from $35.00 to $60.00 for 
the boys who are on an 8 per cent 
commission. (Robinson’s.) 

“More polished calf. More walled 
lasts. More closed patterns. More 
walking types. Less dodabs on shoes,” 
is the way R. K. Smith (assistant buy- 
er, The Broadway) sizes up the Fall 
trend. “They are buying tailored types 
for street wear where they formerly 
bought a high heeled dressy shoe.” 

. 


fm \ ys" 
Oe 


“Footwear in the play-casual-leisure 
category continues to be spot news, due 
to the many new features the makers 
have incorporated in them. The sales 
appeal has been so broadened .that 
there is practically a transition from 
the play shoes to purely functional 
footwear. All women are working. 
from selling War Bonds to Red Cross 


work, and even to manual labor in the 








TED SAVAL 


The house that creates styles months 
ahead. Original CALIFORNIA 
HIGH FASHION footwear from gar- 
den to ball room wear. All Platform 
Types. Wedge heels from 13/8 to 
40/8. Retailing from $6.95 to $35.00. 
Designed solely by 


TED SAVAL 


452 South Le Brea Avenue, Los Angeles 








CREEPAS SANDALS 
By Donahue 


For Beach, Shower and Comfort. Re- 
tails for $1.95 to $2.95. Originated 
and designed by 
P. A. DONAHUE 
“403 East 23rd St., Los Angeles 








CATALINA SLAX 


California made most popular volume 

selling play shoes. 

All patterns. All materials. 

LOS ANGELES SHOE MANUFACTURING CO. 
3751 South Hill St., Los Angeles 
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a demand for you! 


Consent 





Retail at $5.95 up 


CALIFORNIA SHOES, LTD. 
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W orkables —Walkables —Sellables —Right from 
’ California, “PLAY-TANO ORIGINALS.” 


Advertised regularly in Mademoiselle to create Quarle 





war industry plants. One of our most 
active shoes is a hand stitched mocca- 
sin platform type in both oxfords and 
step-ins. This is a sturdy casual which 
has a wide appeal to a tremendous 
number of women. Early Fall selling 
makes us feel shoes of this character 
will be continuous sellers for a long 
time to come.” Wm. Gude (Gude’s). 


“Women with their many activities 
are taking to platform shoes are using 
them for general utility purposes, con- 
sequently the great majority are buy 
ing free fitting closed toe patterns. This 
applies too when they are selecting 
shoes for slacks or their daily wear.” 
The Sun Deck, Bullock’s—Wilshire. 

“One noticeable thing about the cas- 


ual shoe business this Fall is the con- 
siderable number which are bought 
for street wear. This year Baker's 
stores are stocking more patterns and 
sizes than ever before. Formerly these 
stores played more to the popular 
priced field, now we are selling the 
casual-leisure types in exactly the same 
price bracket as our regular shoes.” 
Mike Kaplan. 

Stores in the Westwood Village dis- 
trict are finding a much better action 
on the casual kinds than previously, 
with such action being directly trace- 
able to their nice pairage increases, 
say both Harold Frankel and George 
Schwab. Fall openings in the good 
suburban stores have been far better 
than the hopeful thinking of last 
Spring anticipated. 

Chains are following closely to their 
established pattern of merchandising. 
They are still showing plenty of styles 
and plenty of shoes. Military types, 
square toes, together with many new 
leisure shoes are assisting the stores to 
make a good showing. One group is 
making quite a play on “Vinylite” with 
colored sueded trimmings. Managers 
feel confident of the prospects for the 
next few months. 


35 














For his own stores, Alex Hamilton 
(Hamilton’s men’s shoes) told how 
many of his good customers, doctors 


especially, are being taken into the 
War Services that military shoes are 
number one items of interest. That, 
and the general trend toward shoes of 
a military nature, makes these shoes 
dominate the retail picture. 

“It is pretty much of a bread and 
butter shoe business with lots and lots 
of trade coming from the Army and 
Navy, who want their black, brown 
and white shoes. Casual styles have 





held up better in sales than the dressier | 


and so-called “classics” kinds of sport 
shoes. Casuals sell the year around 
and are increaing in popularity. It 
does seem men are fed up on the 
‘white and’ kinds we have been show- 
ing them so regularly for a long peri- 
od. The exact same reason is true on 
the straw hat situation. This year the 
dressier sport shoes fell off some 30 
per cent in sales, with the casuals much 
better than ever. This is not due to the 
war or to war conditions, but just-that 
the men are tired of being shown the 
same thing, year after year.” Frank 
J. Crapo (The Desmond Stores). 

Silverwoods, Youngs, Bond and 
Brooks are all agreed men are mainly 
interested in the more conservative 
shoes, but they are buying much better 
quality than customary. Bond is one 
store reporting interesting sales on 
wine genuine cordovan, according to 
buyer Porter Jones. 


Permanent Display Sells Boots 
For Denver Store 


Denver, CoLt.—The simplest method 
of doing an excellent sales volume on 
boots is to keep them always on dis- 
play where the curiosity of customers 
buying ordinary shoes can be aroused, 


according to Max Lackner, men’s shoe 
buyer for the May Company, here. 

For more than five years Mr. Lack- 
ner has added a Western atmosphere 
to his department by keeping a display 
of boots on view wherever a flat sur- 
face provided room for them. Now that 
the department has been remodeled 
with high counters all around, the 
upper surface presents a ring of boots 
entirely around the fitting chairs. 
Forty or more pairs can be easily dis- 
played, spaced apart, and convenient 
enough that nine out of ten men cus- 
tomers get up at some time during 
their visit, and walk to the displays to 
scrutinize the boots closely. “We don’t 
take the stand of pushing a pair of 
boots in a man’s hands and high-pres- 
suring him into buying,” Mr. Lackner 
said, “but we leave it up to the dis- 
play to appeal to the man who has 
probably always wanted a good pair 
of boots but never got around to buf- 
ing them.” 

Mr. Lackner shows field boots, cow- 
boy boots in ornate tooled leather, engi- 
neers’ boots, riding boots, gaucho and 
novelty types around the department, 
unpriced, and without selling signs of 
any kind. Yet the store sells one of 
the largest boot volumes in the West 
by putting them where men can ex- 
amine them at leisure. 
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UNIFORM SHANK FIT 


Each shank fitting is made directly 
to the lasts of the shoe manufac- 
turer. After the shank is cut and 
formed, Vita-Tempering preserves 
the ACCURACY of fit and the 
UNIFORMITY of bend that is 
important to the science of shoe- 
making. 


DEPENDABLE RIGIDITY To identify shanks that are tougher, stronger and 


a eet _— arate : more uniform every box of Vita-Tempered Steel 


Vita-Tempering provides the sup- Shanks is labeled with the red V-T seal. 


porting STRENGTH needed for 
long shoe wear. Tests are made The result of metallurgical research, Vita-Tem- 


during production lot . . 
picen seni dh com Anetta pering is a new and different process—an engi- 


HARDNESS—TOUGHNESS. neering achievement that brings improvements 

CLEAN SHANKS to shoes and shoemaking. For extra protection 

he haha eemten tenihe Vie. of quality, manufacturers use Vita-Tempered 
Steel Shanks. 
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HME LIKES 


THREE years ago, Theodore Hayward looked for the 
toughest location in the city of Detroit for an ortho- 
pedic shoe store—and opened one up; today, he is 
unofficially credited with ranking among the largest 
individually-owned neighborhood stores in Detroit’ in 
annual gross, 

Hayward’s desire to challenge the toughest condi- 
tions is typical of the man’s business philosophy. He 
does not believe that a specialized store of that type 
can draw its trade from the average neighborhood— 
on the other hand, the store that triés to do a general 
neighborhood business cannot very successfully handle 


an orthopedic line just “on the side” and do justice to 


it. So he aims his merchandising at the whole city. 

Located at 7708 Mack Avenue, four and one-half 
miles from downtown, on the east side, he is in a 
neighborhood that includes some foreign groups, and 
generally low-salaried working class people. But— 
three-fourths of his business does not come from the 
neighborhood, and one-half of it comes from the west 
side. 

He has parking facilities at all times of the day, so 
that customers can drive up to the store comfortably, 
and that is an important factor in drawing from a 
wide city area. 

The store carries men’s, women’s, and children’s 
shoes. Emphasis is upon proper fitting throughout the 
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Theodore Hayward explains his philosophy of fitting— 
the last as well as the size of the shoe. 


MOST SHOE RETAILERS OPENING A NEW 
STORE CHOOSE A LOCATION WHERE THEIR 
CUSTOMERS ARE ACCUSTOMED TO SHOP— 
NOT THEODORE HAYWARD, HOWEVER; HE 
OPENED HIS STORE IN THE OUTSKIRTS AND 


THEN BROUGHT HIS CUSTOMERS TO HIM 


"EM TOUGH! 





Mr. Hayward has three clerks but he takes his turn 
with the customers, too. 


store policy, and store and window displays are there- 
fore secondary. The drop-in customer is comparatively 
infrequent. A dozen chairs for customers line the two 
walls, and there is a large display case at one side. 
X-ray fitting device in one corner emphasizes the store’s 
basic policy again. All stock—and Hayward carries 

an inventory of $10,000—is concealed. 
Three clerks are employed in the store—and they 
[TURN TO PAGE 49, PLEASE] 
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= To be given away to the qualified person making the nearest 
Anh y - 
4 estimate of total pair of shoes sold by cur “AIR-O-MAGIC” 










U 
¢ vf. salesmen since our beginning, June 11th, 1940 to date. 


; 


Open to any retail shoe sales person — any member of 

















our U. S. Armed Forces — or any man wearing a pair of 
“AIR-O-MAGIC” shoes purchased at retail. 









All we need is your “pair estimate’’ — date and address 
on a post card mailed to us by September 30th. The lucky 
winner will be announced in Recorder issue of Oct. 10, 1942 


In case of ties the first dated “nearest esti- 
mate” will receive the bond. You have until 
September 30th to mail your “estimate.” 


From June 11, 1940 to date AIR-O-MAGIC shoes 

are just 26 months old. No one affiliated with 

Daly Bros. Shoe Co., Inc. or road salesmen are 
eligible. Send your answers to 


abouts \s 


a MARION SHOE DIVISION, DALY BROS. SHOE CO., INC., MARION, IND. 
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From Every Angle! 


Goes formed and displayed with Fairy Forms have 

unusual sales appeal when seen from every angle. 
Through perfect forming, every style line is emphasized and 
the real beauty built into shoe styles is strikingly accentuated. 
Plain Toe, Tu-Toe and Twinkle Toe Fairy Forms are avail- 
able in standard flesh tint and a wide variety of beautiful 
pearlescent effects that offer practically unlimited color 
effects. Write us for catalog. 


SHOE FORM CO. Inc. 
























































AUBURN, N.Y. 




















Rayon Hosiery Passes 
The Tests 


[CONTINUED FROM PAGE 29] 


moulded Swing Heel to hug the foot 
like a glove and cling to the ankles. To 
compensate for up-and-down stretch 
Ray-grains are knit shorter than silks 
and nylons and in carefully coordinated 
lengths.” 

Dramatically illustrating their three 
leg lengths, the Holeproof Hosiery Co. 
say “they fit . . . tall, medium or short. 
A perfect fit awaits any woman in 
Holeproof Luxsheer Rayons.” A special 
Scientific Fit Tester is recommended by 
this company. Nolde & Horst carry all 
their rayons on three proportioned 
lengths, ; 


Promote the Stocking Wardrobe 


Second selling idea being stressed by 
hosiery companies is the idea of the 
stocking wardrobe. A year or more 
ago when all types of yarn were avail- 
able this idea of the appropriate stock- 
ing for the costume could be carried 
out in an assortment of yarns .. . silk, 
nylon and lisle, to mention the most 
popular, wool, too, of course, for sports 
stockings and socks. Today, the idea is 
being applied to selling different 
weights of rayon hose. Since rayon 
weights are measured in deniers and 
women, accustomed to weight in thread 
numbers, have no idea what is means 
by 50, 65, 75, 100 and 150 deniers, 
hosiery companies are many of them 
selling weight according to kind of 
wear ... the 150 denier stocking, for 
instance, being recommended for a real 
work stocking and the much sheerer 50 
being suggested as the dress-up weight. 

In a series of cleverly phrased ads 
Gordon relates their four weights to 
the idea of a stocking wardrobe. These 
are the “Working” Weight, the “Walk- 
ing” Weight, the “Playing” Weight and 
the “Party” Weight. 


Sell at Least Two Pairs 
Artcraft, 


Mello 
Meldram in charge of sales promotion, 
advertising and styling, suggests two 
types as necessary in every woman’s 


according to Mrs. 


wardrobe . . . work and play types. 
Nolde & Horst suggest Daily Rayons, 
Dress Up Rayons and Rayon Meshes 
in a semi-service mesh: In addition 
to these they have Casual and Dress 
Up Lisles. Propper McCallum call the 
Wardrobe idea “one of the most impor- 
tant merchandising developments in the 
stocking field in the last few years... . 
“In spite of shortages in material,” 
they go on to say, “we are again able 
to present a complete stocking Ward- 


robe... . We run the gamut from our 
new Spun Rayon Ribber Sports Stock- 
ing . . . to the Superfine Rayons fer 


Afternoon and Evening Wear.” 

Sell fit, sell a wardrobe of weights, 
sell more than one pair. This third 
selling idea is based on the necessity 
for allowing at least 24 hours for dry- 
[TURN TO PAGE 55, PLEASE] 
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How Branded Lines Build Long Range Profits 


_ [CONTINUED FROM PAGE 25] 


price for its merchandise as has the 
retailer of nationally advertised mer- 
chandise it could not have competed 
because their selling costs are higher. 
Their profits are not operating profits, 
they are largely buying profits. Retail- 
ers have a sacred responsibility to per- 
mit the profit system to work. Retailers, 
large and small, must permit their 
sources a fair, social profit. 

We must not overlook that today’s 
condition of a seller’s market will not 
always prevail. Enlightened manufac- 
turers now are realizing that it is a 
very unwise policy to create their own 
competition by making private label 
merchandise, in or out of slack season 
at no fair profit to their organizations, 
when this very merchandise later will 
displace its nationally advertised mer- 
. chandise, with his label-investment built 
into it, because the private label mer- 
chandise will be priced lower. It is a 
platitude to every retailer that there 
is less sales resistance to merchandise 
with a nationally-known label on it. 
The retailers know too from daily point- 
of-sales experience that newcomers to 
his town and store will recognize and 
buy with confidence those same brand 
names he or she was used to buying 
in his or her home town. This new 
customer, too, will have more confidence 
in this type of store. Also, retailers 
have found it most valuable to tie up to 
national brands because the customer 
can and will buy the same brand year 
after year. These inherent assets 
found only in nationally advertised 
brands do help to pay the rent! An 
enlightened self-interest too dictates 
that any maker should and will give 
better deliveries on a seller’s market 
to dealers who have always aggres- 
sively promoted the maker’s branded 
merchandise than to private label mer- 
chandisers who openly boast they wait 
for slack seasons to get the prices down. 

Manufacturers who have sold at 
times this private label merchandise 
know that they have not been permitted 
the same fair profit margin from the 
mass-distributors. As long as human 
nature is as it is, and as long as ‘the 
profit system endures, retailers will 
push those lines that permit them a 
fair profit. I confidently predict that 
the profit structure fifty years from 
now of makers who predicate their sale 
policy on this simple credo will be high- 
er and healthier than those who create 
their own competition by making pri- 
vate label merchandise in or out of 
slack season: MAKING ALL OF 
THEIR MERCHANDISE UNDER 
THEIR OWN LABEL; GIVING NO 
UNEARNED, INSIDE DISCOUNTS: 
AND WHO EITHER BY FAIR 
TRADE OR SELECTIVE SELLING 
ASSURE THEIR DEALERS A FAIR, 
SOCIAL PROFIT. 

Unquestionably the future of the 
independent merchants of America is 
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to tie-up to label investment in nation- 
ally advertised merchandise, and make 
full use of what that policy has to offer 
that private labels cannot by their very 
nature offer. Manufacturers soon, too, 
will be forced to choose sides. Smart, 
long range analysis will swing most 
of them to the side of national adver- 
tising. 


Sponsors Model Airplane 
Classes for Students 


VicksBuRG, Miss.—Roy C. Schendle, 
proprietor of the Schendle Shoe Store 
here, is lending a welcome hand to the 
Army Air Force by sponsoring a series 
of model-building classes for local jun- 
ior high school and trade school stu- 
dents. 

Meeting in the store three evenings 
a week, the classes, composed of 20 to 
30 youngsters, watch a demonstration 
of model building technique. In the 
rear room, at the close of the lecture, 
they turn out models of German 
Heinkels, Stukas, Messerschmidts, and 
other enemy planes which will be used 
to educate the civilian populace. Planes 
are being turned over to the govern- 
ment as fast as possible, and the class 
is turning out more than 100 a week. 


Retail Shoe Sales Increase 


BLOOMINGTON, IND.—Retail sales of 
independent shoe stores in Indiana 
showed a 26 per cent increase in June, 
1942, over those of June, 1941, accord- 
ing to Indiana Business Review pub- 
lished by Indiana University. This 
increase compares favorably with the 
1 per cent increase shown as the aver- 
age for 23 different kinds of Indiana 
retail businesses in June, 1942, over the 
June, 1941, sales. 

The sales for the first six months 
of 1942 showed a 22 per cent increase 
in 1942 for independent shoe stores over 
a similar period in 1941. This com- 
pares favorably with the average per 
cent of increase by the 23 different 
kinds of Indiana retail businesses which 
was 6 per cent. 


Promote Shoes for Slacks 


Satt Lake Crry, UTtan — Linking 
promotions with news of the day. The 
Paris Company, a leading women’s 
shoe and apparel store, here, featured 
service ensembles on the keynote of 
“Who Wears The Slacks?” Style and 
sturdiness as well as comfort are em- 
phasized in displays, and serviceability 
and man-tailored lines spotlight slacks 
displays. 

Designs are directed to defense plant 
workers, victory gardeners, “women 
who fix .flats”—every woman, every- 
where. . . . “They wear the slacks more 
than ever this season.” 











“| Found What | Wanted” 


says 
MR. HARRY E. POWELL 
Manager 
HEALTH SPOT SHOE SHOP 
19 Eleventh St. 
Wheeling, W. Va. 


“It is a privilege and a heartfelt 
satisfaction to be associated with 
an organization that backs you one 
hundred per cent,” says this suc- 
cessful operator. 


“After 20 years in retail selling,” 
states Mr. Powell, “I have found 
that something which has always 
been lacking. There is complete 
satisfaction in finding that perma- 
nent something for myself.” 


Because of the liberal nature of 
the Health Spot Shoe Shop plan 
which pays the operator a regular 
salary plus a large share of the 
profits, Mr. Powell’s earnings grow 
as his business grows. 


There are Health Spot Shoe Shops 
all over the country operating 
under this plan and the men who 
operate them are earning more 
money than they have ever earned 


in their shoe selling careers. 


NO INVESTMENT REQUIRED ! 


There are no strings attached to 
this offer. All that is required of 
you is effort and the ability to sell 
and make friends of your cus- 


tomers. 


If you recognize this as the oppor- 
tunity you've been waiting for. 
send for an application blank. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 

















BLISTERING PAVEMENTS BLUSTERING DAYS 


The sun’s heat from without—foot heat from Hard usage, soakings, natural foot moisture 
within, cannot weaken, crack or cause changes are successfully resisted by CELASTIC. Linings 
in the shape, of toes formed with CELASTIC. always are smooth, free of wrinkles. 





CELASTIC ADDS TO 
HIS FOOT COMFORT 


Céiasrtic is a positive means of adding a 
comfort element to footwear. As the shoe is 
made, this solution-softened box toe conforms 
to the contour of the last. In the wearing, that 
lasted contour is maintained—with pleasing re- 
sults. Inside the “box” formed by CELASTIC, 
toe activity remains free from the interference 
or discomfort of loose linings. Maintenance 
of the outside contour preserves a newer, 
trimmer appearance during the entire time 
that Matched Pairs are In Action. 


Why Celastic Stands the Test of Wear 


Strength and lightness are inherent CELASTIC 
qualities. In its softened state the plastic in 
CELASTIC unites with the lining and doubler. 


The result is a permanently fused, three-ply unit 
assuring a firm, resilient box and a flexible tip line. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





. - - THE ALL-AMERICAN LEATHER | 
FOR ALL AMERICAN SHOES 





S urpass had made its mark with American retailers and manufacturers 
made it famous for Quality and for Service. Wherever specifications call 
for Black Kid, Colored Kid, Capre, Suedes or Kid Linings, Surpass gets the 
call. Retailers depend on Surpass for colors that are fashion right and 


finishes that sell. Manufacturers turn to Surpass ieathers, because of 
Surpass’ dependability of service and the uniformity and quality of its 
leathers. This superiority has made Surpass famous and respected wherever 
shoes are made and sold. 
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Southeastern Travelers Form Association 





Develop Practical Collective Selling Plan, with Cooperation 
of Manufacturers and Retailers, to Overcome Problems 
Created by Wartime Travel Restrictions 


ATLANTA — A Seutheastern Shoe 
Travelers Association is being organ- 
ized for the purpose of collective sell- 
ing by shoe salesmen under one roof in 
the city of Atlanta and at the Atlanta 
Biltmore Hotel for the benefit if the 
war effort, the merchants and buyers 
and the Southeastern shoe salesmen. 

Gas and tire rationing and restric- 
tion in the Atlanta seaboard states 
practically take the traveling man off 
the road—at least out of his car; only 
4 gallons per week being allowed and 
little prospect of relief. This organiza- 
tion was founded because of this and 
other handicaps and in cooperation 
with the war effort. Traveling by 
trains and buses is uncertain and al- 
most out of the question with so many 
sample cases and trunks. 

Therefore, to help the war effort and 
prevent the use of so much rubber, gas, 
rail and bus travel, ten shoe salesmen 
who travel the Southeast out of St. 
Louis: and vicinity, have formed an or- 
ganization committee for the purpose 
of getting all manufacturers and job- 
bers covering the Southeastern states 
of Alabama, Mississippi, ~ Florida, 
Georgia, North and South Carolina, 
Kentucky, Tennessee and Virginia to 
join in this collective selling. The first 
showing is to be held on November 8, 
9, 10, 11, immediately after the Chi- 
cago show, which closes on November 
6th. 

The organization committee is com- 
posed of George Bomar, chairman, Blue 
Ribbon Shoe Manufacturers; Harold 
Steele, Milius Shoe Co. Life Stride Div., 
St. Louis; Bud Gerland, Forest Park 
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Dates to Remember 


Annual Outing, Greater Buffalo 
Shoe Retailers’ Association, 
Lamm Post, Williamsville, N. Y. 

August 19, 1942 

Shoe Show, Shoe Travel- 

Association of Chicago, 

Morrison, Chicago, Ili. 

August 24, 25, 1942 

Monthly Shoe Show, Michigan 
Shoe Travelers’ Association, 
Hotel Statler, Detroit, Mich. 

September 14, 15, 1942 

N.S.R.A. Spring Style Conference 
and Showing of American Leath- 
ers, Waldorf-Astoria Hotel, New 
York. September 16, 17, 1942 

National Shoe Fair, Hotels Mor- 
rison and Palmer House, Chi- 
eago, Illinois. 

November 2, 3, 4, 5, 1942 

Michigan Annual Shoe Fair, De- 
troit, Michigan. 

November 8, 9, 10, 1942 

Style Show and Market Season, 
Southwestern Shoe Travelers’ 
Association, Adolphus Hotel, 
Dallas. Texas. 

November 15, 16, 17, 18, 1942 


Monthly 


ers 
Hotel 





Shoe Co., St. Louis; Lester Seigel, 
Wolff-Tober Shoe Co., St. Louis; Em- 
mett Toppino, Paramount Shoe Co., St. 
Louis; Joe Dannis, Spalsbury-Steis- 
Deevers Shoe Co., St. Louis; Raleigh 
Morrissette, Simplex Shoe Co., St. 
Louis; John Trash, Selby Shoe Co., 
Portsmouth, Ohio; J. P. Overstreet, 

[TURN TO PAGE 46, PLEASE] 
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Colonel Llewellyn Promoted 


WASHINGTON, D. C.—A recent an- 
nouncement by the War Department 
stated that Major John G. Llewellyn, 
QMC, has been promoted to the rank of 
Lieutenant-Colonel in the Army. 

Colonel Llewellyn, who was promi- 
nently identified with the shoe industry 
for many years, is now Chief of the 
Program Branch, Requirements Divi- 
sion, Office of The Quartermaster Gen- 
eral, Washington, D. C. 

Colonel Llewellyn is a resident of 
Chicago, Illinois, but is now making 
his home in Washington during his 
station there. 


Tanners to Meet in New York 


October 14-15 


New YorK—The Tanners’ Council of 
America has announced that its an- 
nual meeting will be held at the Hotel 
Waldorf-Astoria here, October 14 and 
15, instead of in Chicago because of the 
difficulty of bringing government speak- 
ers from Washington to Chicago. Offi- 
cers of the council explained that the 
sessions will be held in the middle of 
the week to conform with the ODT re- 
quest that week-end travel be avoided 
when possible. 

After the war Fall meetings will be 
held in Chicago as before for the con- 
venience of the majority of members. 


First Woman Navy Officer 
On Coast 


San Francisco, Cautir.— Miss Tova 
Petersen, fashion director for The Em- 
porium, was the first woman to be ap- 
pointed a Lieutenant in the Women’s 
Naval Reserve Corps from the 12th 
Naval District. Miss Petersen was one 
of the speakers at the last convention 
of the California Shoe Retailers As- 
sociation. 











Queen Quality's Catalog has just been released. 


This famous line of beautiful shoes is maintaining 


its usual dependable In-Stock service. Of course, 
you'll want to see this season's smart Queen 
Qualitys for every occasion. If your copy of the 
new catalog hasn't already arrived, drop us a card, 


It will be mailed promptly. 
Priced to retail profitably at 
$695 


QUEEN QUALITY SHOE COMPANY « DIV: INTERNATIONAL SHOE COMPANY « SAINT LOUIS 














Southeastern Travelers 
Form Association 
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Tober-Saifer Shoe Co., St. Louis; Aaron 
Seigel, Milius Shoe Co., St. Louis. 
Aside from the above group, the local 
shoe buyers of Atlanta have formed a 
cooperative committee to work with the 
organization toward the success of 
these events. This committee includes 
Harry Butler, salesmanager, Edgewood 
Shoe Co., Atlanta; Sol Wudelson, M. 
K. Passamaneck, Arthur Schwartz, A. 
J. Steine, Bland Terry, Oscar Thomp- 
son, Mike Harris, D. L. Slann, Louis 
Bresler and others. 3 
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These committees have underwritten 
the first organization expense of the 
Southeastern Shoe Travelers and se- 
cured the services of E. M. Cousins as 
secretary-treasurer. Mr. Cousins and 
Joe Dannis have been in St. Louis 
furthering the organization and have 
been given the cooperation of prac- 
tically every shoe manufacturer and 
jobber in and about St. Louis. 

“It is a fine thing and the merchants 
and buyers of Southeast need just such 
an organization” is the ‘consensus of 
executives and salesmen alike, accord- 
ing to Cousins. 

“The secretary will immediately visit 
or contact all other manufacturers and 











jobbers in the other shoe centers of 
America. This is to include any sales- 
man or factory working through the 
southeastern states named. Direct con- 
tact or information can be made by 
writing E. M. Cousins, secretary-trea- 
surer, Southeastern Shoe Travelers, 
Atlanta Biltmore Hotel, Atlanta, 
Georgia. ; 

“The shoe retailers of the Southeast 

have already been contacted and are 
enthused over this idea and promise 
100 per cent cooperation with this 
group from whom they make their pur- 
chases. They will come into Atlanta in 
groups of 3 to 5 in a car from their 
community or on busses and trains, 
thereby saving the salesmen hundreds 
of miles of travel—saving gas and 
rubber for our march on to final Vic- 
tory. 
“The cost will be normal. The organi- 
zation will be a mutual non-profiting 
one. All income (except actual office 
expense) will be spent for publicity. 
The retailers will be advised direct 
about mid-September. This will be fol- 
lowed with an announcement in shoe 
publications and direct letters about 
October 10th, and finally an Invita- 
tional Buyers Guide carrying ads of the 
lines shown. The salesman’s name and 
room number will be mailed to the 
trade about ten days before the first 
showing on November 8, 9, 10, 11. 

“Each man joining will send a list of 
his customers which with other meth- 
ods will give complete coverage to all 
shoe retailers in the Southeast. It is 
planned to follow with another show- 
ing about mid-January.” 





New Shoe Appointments 
At J. W. Robinson Co. 


Los ANGELES, CALIF.— Due to the 
fact that Frank D. Plummer, formerly 
assistant departmental manager to P. 
D. Lehman in Departments 64, wom- 
en’s shoes, and 68, Stetson shoes, of 
J. W. Robinson Co., has left to enter 
the service, the following appointments 
have been made for the duration. 

August Joesting, formerly assistant 
departmental manager in college shoes, 
has been appointed acting assistant de- 
partmental manager to Mr. Lehman, 
and Luther A. Knudson, formerly sales- 
man in the college shoe department, has 
been appointed acting assistant depart- 
mental manager in that section under 
Mr. Lehman. 


Appoints General Manager 

Los ANGELES, CALIF.—Maurice Kimel, 
president of Kimel Shu Co., has ap- 
pointed Herbert C. Marxmiller as gen- 
eral sales manager for the company. 
Marxmiller will still personally con- 
tact the major accounts serviced by him 
in addition to his present duties. Harry 
Morse has joined the organization in 
the capacity of office and credit man- 
ager. 
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THESE THREE 
TRADEMARKS THAT 
YOU KNOW YOUR 
CUSTOMERS TRUST 


Now more than ever your customers 
turn to products of known quality. Now 
more than ever they want Swan prod- 
ucts—Slippers by Swan—famous Play- 
Gays and Footgluv traveling slippers. 
Leaders in quality for 25 years. 


"Quality at Fair Prices” 


gy te i ‘et BALTIMORE, MARYLAND 








What the Eye Sees the Mind Remembers 


lines of footwear in this era of doubts and confusions 
and ‘of crumbling standards of value. It is, indeed, 
difficult to comprehend how the far-sighted shoe manu- 
facturer or the thoughtful merchant can afford to do less. 

Trade marks, as we observed at the beginning, are 
the symbols of ideas, and ideas, like values, today are 
under fire, amid the tumult and confusion of a war- 
torn world. In America, it Was not always so. Our 
Constitution made provision fer patents and copyrights 
to protect ideas and thus to encourage invention and 
promote initiative. At the present time, in measures 
pending before the Senate of the United States, it is 
proposed to establish the principle of automatic li- 
censing of all inventions, whereby any corporation or 
governmental agency even in peace times, would be 
enabled to manufacture and sell a patented device upon 
agreement to pay established license fees. 


Business men who hope to prosper through individual _ 
“not meet Air Force specifications and will occupy 


initiative should protest such encroachments upon their 
constitutional rights as American citizens. If it is for 
freedom that millions of young Americans must leave 
their homes and fight abroad, let no group of individuals 
at home whose minds, consciously or unconsciously, 
have been ‘swayed by the subtle influence of alien 
ideologies, undermine the constitutional rights and 
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privileges that have encouraged individual initiative in 
America, and enabled American industry to establish 
for Americans the highest living standards in the world. 

Business men, whether manufacturers or merchants, 
should also take care lest the good will associated with 
their brands and trade marks be allowed to suffer 
beyond repair in wartime. They and they alone can 
prevent this through wise consistent promotion, which 
will tell retailers, retail salespeople and, through them, 


- the great consuming public that the intangible elements 


of fit, construction, style and service, together with the 
special features that individualize a shoe, are safe and 
trustworthy in wartime as in peace. 


Washington Newsreel 
[CONTINUED FROM PAGE 20] 


essing’ Grade 4 shearlingsg since such shearlings will 


plant capacity needed to fill Air Force orders. Such 
skins can be sold to other tanners. 

Shearling processors must submit their entire pro- 
duction and inventory of processed shearlings (with 
exceptions including black and mottled) for inspection 
by an Army Air Force inspector. 











comfort 


World's Most 
Famous and Popular 
Cowboy Boots 


You'll sell cowboy boots 
easier, faster and more prof- 
itably when they carry this fa- 
mous brand. For 63 years folks 
have demanded genuine brand- 
ed Justin Boots, because Justins 
give them features of style and 
that 
never have. 


Made only by 


Justin 


Made Only, by The JUSTIN BOYS-Fort Worth 


ordinary boots 


MARBRIDGE BUILDING 


47 West 34th Street 


1328 Broadway 
New York 











Saval Takes Additional 
Factory Space 


Los ANGELES, CALIF.—Ted Saval has 
taken the entire building at the corner 
of Sixth St. adjoining his present fac- 
tory site and will occupy both premises 
in the manufacture of his specialties, 
high-fashion, high-heel wedgies for the 
better store trade. This move will give 
Saval the needed room to produce his 
new specialty, a very high heel clog. 

Sidney Schwartz now has complete 
charge of all production matters, so 
Saval is now devoting all his time to 
designing. 

Jack. Rogers, sales manager for 
Saval, is now on an extended eastern 
trip. Verne Richardson is covering the 
local trade and assisting Ted Saval. 


War Bonds and Stamps 
Nine Per Cent of Sales 


St. Louis, Mo.—Edison Bros. Stores, 
Inc., announces that in its July Victory 
Club War Bond and Stamp Contest, 
conducted in cooperation with the Na- 
tional Retailers for Victory Drive, War 
Bond and Stamp sales amounted to 
$180,221 or 9 per cent of July, 1941, 
sales of $2,099,637. 

The above figure represents sales to 
customers and employees only, and it 
does not include company purchases. 
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Named Douglas 
District Manager 


BROCKTON, Mass.—The W. L. Doug- 
las Shoe Co. has appointed Harold L. 
Shuster, of Bridgeport, Connecticut, 
district manager of the Douglas stores 
in Connecticut, Fall River, Pawtucket, 
eastern Massachusetts and upper New 
York State. 


HAROLD L. SHUSTER 


Mr. Shuster started with the W. L. 
Douglas Shoe Co. on April 8, 1936, at 
which time he was assistant manager 
of their New Haven store. The follow- 


ing years found him manager of many 
other east coast stores. Mr. Shuster is 
30 years old: 


Retailers Pitch In 


Yakima, WasH.—Shoe store staffs as 
well as those of other retail stores here, 
lent yeoman assistance in the saving 
of local cherry crops at the height of 
the picking season when such crops 
seemed destined to rot on the cherry 
trees for lack of pickers. 

With a special two-day holiday op- 
portunity, staffs of Fred Siemon’s 
Shoes, Karl’s Shoe Store, Miller’s De- 
partment Store, Block’s Shoe Store, the 
Buster Brown Shoe Store, and Spen- 
cer’s Bootery helped in thinning, pick- 
ing and packing cherries while the 
stores remained closed over the double- 
barreled holiday. 


Hornburg Appointed 
Weinbrenner Superintendent 


BeLcium, Wis.—After being em- 
ployed by the Allen Edmonds Shoe 
Corp., here, for the past 13 years, 
E. W. Hornburg has resigned to become 
general superintendent for the Albert 
H. Weinbrenner Co., which operates 
plants in Merrill, Antigo and Marsh- 
field. Mr. Hornburg will make his 
headquarters in Merrill. 
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He Likes "Em Tough 
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are shoemen, not just clerks, Hayward 
emphasizes. He pays them wages due 
a skilled shoeman—around $40 a week, 
and offers opportunity to increase that 
through the usua! means. 

All shoes carried in the store, with 
the exception of one line, are branded 
with the Hayward name, rather than 
that of the manufacturer. Hayward is 
confident that he should build a special- 
ized trade like this upon the store name. 
Occasionally, a customer who has had 
a particular type of shoe that was mis- 
fitted or otherwise unsatisfactory will 
express dissatisfaction with that line— 
although the line was definitely not at 
fault—and Hayward believes that such 
an unfavorable buildup is unfavorable 
to both customer and the line, since the 
fault probably lay in a simple misfit. 

Every new customer is worth at least 
twenty-five dollars to the store, Hay- 
ward figures, in future business. Adver- 
tising is practically all word of mouth, 
and personal recommendation has 
proved its value here. There are 
around 106 doctors who recommend the 
Hayward store now, as the result of 
adequate missionary work with pro- 
fessional men. 

Ninety per cent of the store’s cus- 
tomers, excluding old customers, are 
referred by a doctor or former cus- 
tomer. About 85 per cent of all sales 
are to repeat customers. So valuable 
are these two sources, that 97 per cent 
of all customers who walk into the 
store buy a pair of shoes. 

“We are the boss of the shoe they 
wear—we fit their feet, and not their 
head,” Hayward says. It is important 
in his belief to fit for the proper last 
as well as the size. 

Nearly every shoe that leaves the 
store requires padding, and Hayward 
asks all customers to come back in a 
week to check the tread of the shoe, 
after it has been a little worn. From 
a close study of the tread, the actual 
wearer’s needs in fitting can be ascer- 
tained, and adjustment made in the 
padding. Similar checkups for fit, wear 
of heels, and other characteristics ‘are 
encouraged, and the customer is urged 
to come in for this free service—there- 
by increasing store traffic and oppor- 
tunity for future sales, or direct ac- 
cessory sales, such as hosiery. 

On adjustments, he does not believe 
in arguing with a customer, nor in par- 
tial adjustments. If the customer is 
making an unjustified complaint, the 
store policy is to explain why, and show 
that the shoe is right; if the complaint 
is justified in any respect, the policy is, 
not to give a few dollars’ allowance. on 
a new pair, but to replace the shoes 
without further charge. 

Size markings are all in sizes that 
are intelligible to customers — no 
“French markings” or codes are used 
here. Hayward says that his customers 
should be intelligent enough to know 
what their own shoe size is. 
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STACY-ADAMS 
vo Sfoemaker Since 1875 o 


ANY of America’s best Men’s Shoe Stores and Departments 
ir reputation and prestige intact by putting 
ity. The present men’s shoe situation does 
not make the path of Quality any easier, but it makes Selling The 
Best an absolute necessity, and the only profitable course for a 
store selling high grade shoes. 

Stacy-Adams’ dealers are particularly fortunate, for they sell a 
name that has stood uncompromisingly for Quality since 1875, 
regardless of the ti#f@®or the customs. Today, as always, Stacy- 
Adams are the finest shoes from the finest materials available. 
Dealers know it; customers honestly believe it. That’s why Stacy- 
Adams enjoy one of the most enviable reputations in shoes. 


— a STYLES IN-STOCK 


Stacy-Adams Co. 


“BROCKTON MASSACHUSETTS 


THE CONSUL LAST 


Among America’s 
Fine Shoemakers- 
THIS 
NAME STANDS OUT 














In fitting for a pair of shoes, Hay- 
ward’s men remove and fit for both 
feet, not just one. General cheek of the 
foot is made for callouses, bunions, and 
corns, on the theory that if they are 
present, there must be a cause, and the 
next step is to seek that cause—prob- 
ably something that can be amended 
by proper fitting. 

Children’s business has been built up 
into an important department here. 
Mothers are urged to bring-~ their 
youngsters in once a month for checkup 
of wear on the shoes. At these times, 
they are given an X-ray fitting, and 
the mothers can see how the children 


outgrow the shoes, usually long before 
they are worn out—and there is an 
opening for a further sale. 

One of the big sources of special 
business is work done for the Veterans’ 
Hospital near Detroit—a contract that 
runs around $30,000 a year—and its 
award for orthopedic work to Hayward 
is proof of his ability to deliver the 
goods. 

Hayward is a veteran shoeman of 
two decades of experience. He was 
formerly assistant general manager of 
G. R. Kinney Company, and was for- 
merly with the Nisely organization, be- 
fore going into business for himself. 




















America’s Best 
Known Shoes 


. @for more than 66 years 
thie trademark for honest 
shoes at popular prices. 


NATIONALLY ADVERTISED 
LOCAL COOPERATIVE ADVERTISING 
ADEQUATE MARKUP 
MAINTAINED QUALITY 
EFFICIENT STOCK SERVICE 
Inquire regarding the whole 
Douglas Franchise - 


SHOE CO., BROCKTON, MASS. 


each of them. 
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MORE WER Pen, We SHOES YOU SELL 
tol dao 


Months oF fidditional Wear 


SEND FOR FREE 
BOOKLET — "'Pro- 
longing the Life of 
It gives 
the whole picture of 
leathers and pre- 
scribes the correct 
Viscol Dressing for 


ity 


with Viseol... 


E ALERT to a necessity and 

an opportunity. A nation 
at war demands additional 
wear from every pair of shoes 
you sell. Here is a profit op- 
portunity. Sell Viscol Water- 
proof Leather Dressings to 
clean, preserve and brighten 
American shoes. There are three 
Viscol Waterproof Dressings: 
Original Viscol, Triple - Action 
Viscol, and Viscol Ski-Boot 
Dressing. Viscol Soap is a 
cleaner, conditioner, and polish, 
not a waterproof dressing. 


THE VISCOL COMPANY 
STAMFORD - CONNECTICUT 











A Good Buyer and a, Better Salesman 


Los Angeles, Caiif.—Here is a shoe buyer who is a good salesman, too. Left to 
right are John S. Farrington, Roy R. Reynolds and Mrs. John S$. Farrington in the 
men's shoe department of the J. W. Robinson Co., Los Angeles. John S$. Farrington 
Is the Pacific Coast representative for the Allen Edmunds Shoe Corp., Belgium, 
Wisc., and Reynolds. is manager of the men's shoe department in the store. The 
pictured scene shows Mrs. Farrington handing over a check for $1,000 for a 
Series G. Defense Bond after an earnest appeal by Reynolds. Aside from the 
patriotic angle, the Farringtons have a real personal interest in the war effort. 
Mr. Farrington was a mem of the Tank Corps in World War !. His older son 
is now at the Officers Training Schoo! of the Tank Corps at Fort Knox, Kentucky, 
while his only other son is a First Class Petty Officer in the radio division of the 
Coast Guard and is now patrolling off Pearl Harbor. 


Shoe Materials on 
Shipping Priorities List 

WASHINGTON, D. C.—The War Pro- 
duction Board announced, August, 6, 
that it has placed some 500 items. of 
import from all parts of the world on 
an emergency shipping priorities list 
as vital to the nation’s wartime econ- 
omy. 

Only items on this list will be as- 
signed space that becomes available on 
ships controlled by the War Shipping 
Administration which are bound for 
the United States, with the exception 
of ‘ lower-rated cargoes from the 
Caribbean area, the territorial and 
insular possessions of the United 
States, the British Isles, Canada and 
Newfoundland, where shipping space 
that has not been exhausted by items 
on the emergency list may be used. The 
list is subject to addition and revision 
in the future as needs change. 

Among the items on the list which 
are important to the shoe industry are 
cabretta skins, calfskins, cattle hides, 
wet and dry; goat and kidskins, wet 
and dry; horse, colt and ass hides, wet 
and dry; lamb and sheepskins, kipskins, 
latex, sole leather, quebracho extract, 
crude rubber, sheepskin shearlings. 

The War Shipping Administration 
has agreed to limit cargoes carried on 
ships under its control to the emergency 
list in order to save shipping time. All 
ships belonging to belligerent United 
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that the W.S.A. has decided, in order 
to save shipping time, to load only pri- 
ority cargo, the publication of the list 
is essential. No publication of ton- 
nages, source areas, or comparative 
ratings can be made for reasons of 
public policy. 

The materials are listed with an indi- 
cation of which section of the order 
governs them, if any, and a brief ex- 
planation of procedure. 

The Stockpile and Shipping Branch 
of the War Production Board, which 
has compiled the list, said that publi- 
cation was designed to help further 
the importing of raw materials of an 
essential nature to the nation’s fac- 
tories and plants at a time when ships’ 
space is extremely valuable and car- 
goes of uncertain value are offered in 
competition with those more essential. 

Many of the priorities materials are 
subject to the provisions of M-63. This 
order separates many items of import 
into classes which are dealt with on the 
basis of their importance to the war 
effort. There is also in effect a quota 
system so that certain types of cargoes 
shall be carried up to an allocated 
quota only when a certificate is issued. 
This Certificate System also gives 
cargoes of special immediate impor- 
tance a preferential treatment in the 
assignment of ships’ space. 

General Imports Order M-63 is di- 
vided into three parts. The first two 
lists ‘are’ made up of critical and 
strategic materials, important in vary- 
ing degrees to the war effort, whereas 
List III is made up of less essential 
civilian items of which shipping space 
only permits that a limited quantity at 
best can be brought into the country 
because of the stringent shipping situa- 
tion. Private purchases for import of 
the items under M-63 (all lists) are 
permitted only by exemptions issued by 
the War Production Board, through 
the Stockpile and Shipping Branch. 

Certificates of Shipping Priority for 
the materials listed as “Under Cer- 
tificate,” it was announced, may also 
be obtained on application to the Stock- 
pile and Shipping Branch of the War 
Production Board, Social Security 
Building, Washington, D. C: 


20 Per Cent Discount 


To Service Men 


JANESVILLE, Wis.—J. M. Bostwick & 
Sons, local department store, has an- 
nounced it is offering a 20 per cent dis- 
count in all of the store’s departments, 
including the shoe department, to all 
men in the United States armed forces 
for the duration. 
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Caring Mak aly 


Hallmark of quality in American shoemaking for 
more than three generations, the name Packard is 
known to hundreds and thousands of American cus- 
tomers. Through war and peace, depression and 
prosperity, their quality always has been a beacon 
of dependability. In critical times like these, mer- 
chants can sell Packard Shoes with complete con- 
fidence that they are the very best procurable. 
Packard customers appreciate this enduring de- 
pendability and "stay with Packard.” 


M. A. PACKARD COMPANY x 


MASSACHUSETTS 





Service and WAAC 
Shoe Contracts Awarded 


Boston, Mass. — Award of contracts 
to make 250,008 pairs of hob-nailed 
service shoes has been announced at 
the Boston Quartermaster Depot. This 
brings to a total of 400,000 the quantity 
of shoes of this type ordered during 
the last two or three weeks. Service 
shoes for the WAACs, totaling 37,308 
pairs, also have been ordered; and 
9,150 pairs each of canvas oxfords with 
brown Sperry soles, and all-rubber 


arctic overshoes. Successful bidders 
are: 

Hob-nailed shoes—lInternational Shoe 
Co., 136,000 pairs. Charles A. Eaton 
Co., Brockton, Mass., 65,008. A. R. 
Hyde & Sons Co., 30,000. Allen-Squire 
Co., 20,000. 

WAAC oxfords—Marshall, Meadows 
& Stewart, Inc., 16,000 pairs. Dixon- 
Bartlett Co., 10,654. Julian & Kokenge 
Co., 10,654. 

Canvas oxfords—United States Rub- 
ber Co. 

Rubber overshoes — United States 
Rubber Co. 
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St. Louis Jobs 
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f CURRENT CANCELLATIONS \ 
JOBS AND SAMPLES 
We are the largest distributors of top- 
grade current shoes from 15 of the lead- 
ing St. Louis factories 


AT-A-PRICE 
MEN'S — WOMEN’S — CHILDREN'S 
M. K. WEIL SHOE CO. 

\._ 1326 Washington Ave., St. Louis, Mo. J 





6 Ee 


Jobs 
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OUR SPECIALTY 
Job shoes from the best factories 
BETT SHOE COMPANY 


58 N. Fourth St. 
PHILADELPHIA, PA. 
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Moccasins 
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Men's, Boys’, Ladies’ 
$1.30 Up 


Style #6146 —_ > 


THE ARNOFF SHOE COMPANY, Inc. 
101 Duane Street New York, N. Y. 
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Men's Shoes 
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Inquire regarding 
DOUGLAS FRANCHISE 


Douglas Shoes | 








Full Cooperation 


Boston, Mass.—A. G. Walton & Co., 
Inc., has announced approximately 100 
per cent employee subscription to 
United States Series E Savings Bonds. 
The first $1 applicable to each bond 
was contributed by the company. 


Shoe Production Off 
4 Per Cent in June 


WASHINGTON, D. C.—Shoe production 
in June totaled 39,152,499 pairs, a de- 
crease of 4 per cent, or 1,618,400 pairs 
from May, this year, and a decrease of 
8.2 per cent, or 1,310,311 pairs from 
June, 1941, according to the latest fig- 
ures released by the Bureau of the 
Census, Department of Commerce. In 
the six-month totai, January to June, 
this year’s production, totaling 250,452,- 
762 pairs, was 2.3 per cent or 5,537,- 
452 pairs over the corresponding period 
last year. 





PRODUCTION OF BOOTS. SHOES, AND 
SLIPPERS. OTHER THAN RUBBER 
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Production of shoes on government 
order continued to increase. Dress-type 
shoes totaled 4,890,683 pairs in the six 
months this year as against 1,589,240 
pairs last year; a gain of 207.7 per 
cent. For the month, June, this year, 
production was off 178,282 pairs as 
against May but increased 370,527 pairs 
over June, 1941. 

Work-type or service shoes totaled 
13,593,433 pairs in the six month period 
as Against 5,415,801 pairs in the like 
period last year; a gain of 151 per cent. 
For the month, production of these 
shoes amounted to 2,868,229 pairs, a 
gain of 63,334 pairs over May, 1942, 
and of 1,913,351 pairs over June, 1941. 

In the civilian classification, men’s 
dress shoes totaled 41,331,030 pairs for 
the six-month period as against 42,- 
722,408 pairs last year. Work shoes 
totaled 14,003,766 pairs in the same 
period as against 14,735,480 pairs. 

Men’s dress shoes totaled 6,035,996 
pairs in June this year, a decrease of 
584,912 pairs from the preceding month 
and of 1,251,479 pairs from June, 1941. 
Men’s work shoes amounted to 2,133,- 
619 pairs for the month as against 
1,936,072 pairs in May, 1942, and 2,- 
446,348 pairs in June, 1941. 

Women’s shoes, totaling 94,959,122 
pairs.for. the six months this year, were 
off 1,182,740 pairs from the same period 
last year. For the month, totaling 14,- 
118,935 pairs, they showed a decrease 
of 812,821 and 1,757 pairs respectively, 
from May this year and June, 1941. 
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Bowling Shoes 
our WAR SAVINGS BONDS & STAMPS 


§ BUY NOW 
50 PAY LATER 


up No. 734L Woes. Ox. 1.90 
Ne. 732X Men's Ox. 2.00 
Ne. 731X Men's Hi. 2.10 


15 Additional Styles, 
eee | DATING 
1 SRiyable Oct. 10 
SEND FOR 
CATALOG 
101 Duane $¢.,N.Y.C 
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Shoe Dressings 
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CAVALIER POLISHES 


PROTECT YOUR SHOES, 
YOUR CUSTOMERS, 
AND YOUR REPUTATION 





Sold through shoe 
stores only 


CAVALIER COMPANY 
BALTIMORE, MD. 

















More Goatskins Available 
For Civilian Shoes 


WASHINGTON, D. C.—More leather 
for civilian shoes is made available by 
an amendment to Conservation Order 
M-114, issued August 7, by the Director 
General for Operations of the War Pro- 
duction Board. 

Under the amendment, only goat- 
skins that can be processed into more 
than 6% square feet of leather need be 
set aside for military services. The 
original order reserved goatskins that 
would produce over 5% square feet of 
leather. 

The purpose of the amendment is to 
relieve tanners of excess inventory of 
six-foot skins. Military orders for 
such skins have not kept pace with pro- 
duction. It has been found that skins 
of seven square feet and larger are 
more desirable for military use. 

The amount of raw goatskins, raw 
kidskins, and raw cabretta skins that 
may be put into process by any tanner 
is continued through October at the 
same rate as provided for the preceding 
three months—70 per cent of the aver- 
age menthly processing of skins in 
1941. 

Tanners are no longer required to 
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hold goatskins, kidskins, or cabretta 
skins suitable for military requirements 
in hair until an actual military order 
is received. Today’s amendment re- 
vokes this provision in the original 
order to prevent the diversion of mili- 
tary orders to other leathers. 


Los Angeles Shoe Notes 


Barney Goldshaw is now assisting 
Nat Berkowitz in covering the Denver- 
West territory for the Brown Shoe Co. 
He will make his headquarters at the 
Brown Shoe Co. offices in the Lanker- 
shim hotel, this city. 

A complete remodeling job of the 


Silverwood men’s shoe department is in | 


progress. According to manager Harry 
Pohl, the completed work will give him 
one of the smartest shoe sections on the 
West Coast. Concealed. shelving will 
give the department a fine club room 
appearance. 

Porter Jones, who was with the 
Hamilton Shoe Co. for the past 20 
years, is now buyer and manager for 
the men’s shoe departments of the 
Bond Clothing stores in both San Fran- 
cisco and Los Angeles. As new Bond 
Clothing stores are opened in this sec- 
tion, the shoe departments will come 
under the Jones jurisdiction. 

Both Lee Fox, manager of the Jar- 
man Shoe department in the Glendale 
Brooks Clothing Store, and Gene Burke, 
of the firm of Burke and Kober, shoe 
store building specialists, have received 
orders to report to the Navy at Nor- 
folk, Va. Each man has received his 
Petty Officer warrant. 

Due to the tremendous increase in 
the low heel welt business in Gude’s, 
the California Casual Shoe Shop is be- 
ing transferred from the street floor 
to the Sport’s Shop on the fourth floor. 
The casual shoe department is to be 
enlarged in keeping with the great de- 
mand for shoes of this character. The 
spot where the casuals were formerly 
housed in their separate department 
will be made into “The Corral” for the 
exclusive selling of the very popular 
low heel welts. Wagon wheels and 
other typical Western atmosphere will 
be built into the new section. Wm. 
Gude will continue to merchandise the 
casual shoe department as heretofore, 
in addition to the entire first floor, 
which includes the new welt section. 

David Mann is now manager of the 
newly-opened Berland Shoe Store at 
617 South Broadway, he being trans- 
ferred here from Omaha where he man- 
aged the Berland store. This is the 
third Berland store in this city, all of 
“which as well as all Berland West 
Coast stores are under the general 
supervision of R. Goldberg, whose main 
office is in the Hollywood branch store. 


Walter R. Fleischer 


MILWAUKEE, WIs. Walter R. 
Fleischer, 52, owner of the Badger Box 
Toe Co., a shoe supplies firm, and for 
many years‘ owner of the Fleischer 
Buick Co., died recently in a local 
hospital. 
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department in 
Life and Esquire. 


THE CHEROKEE 
A soft-soled moccasin - 
type slipper. Available 
in 20 Do-Moc or 56 Do- 
Moc. 








Huss Slippers 


GENUINE HAND TURNED 


© Yes gece lo Uae best ic Maus ippers 


The name Evans is a symbol of quality—with buyers in leading 
stores throughout the country—and in the minds of millions of 
consumers. Consistent National Advertising is winning new 
friends constantly. The styles shown are from the largest in-stock 
men’s slipper field. Advertised in color in 


L. B. EVANS’ SON COMPANY Wakefield, Massachusetts 


THE AMBASSADOR 
A two-toned kid opero— 
available in various com- 
binations of colors. 

















New England Production 
Off for June 


Boston, Mass.—While June shoe pro- 
duction in New Hampshire increased 
five per cent over June, 1941, a decrease 
of seven per cent in Massachusetts, and 
of 18 per cent in Maine, resulted in a 
decrease of five per cent for New Eng- 
land as a whole, according to statistics 
compiled by the New England Shoe and 
Leather Association. New York State, 
it is pointed out, led all shoe states in 
production during June with a total of 
7,267,909 pairs, followed by Massachu- 
setts with an output of 7,029,835. 

The association reports that during 


the six-month period from January to 
June, inclusive, “the New England shoe 
states produced 87,016,000 pairs, a de- 
crease of one per cent from the same 
period a year ago. Massachusetts’ out- 
put was 0.2 per cent greater and New 
Hampshire showed a gain of 1.5 per 
cent, while Maine’s output dropped nine 
per cent. 

“The Massachusetts shoe industry 
employed approximately 40,000 workers 
during June and the average amount 
of total weekly wages amounted to 
$832,297. This represented a decrease 
of eight per cent in employment and 
an increase of 10 per cent in payrolls 
over the same month last year.” 
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STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 
Carried In Stock 
COMPANY 
Holliston, Massachusetts 








Union Made 
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NEWFLEX 


EDGAR S. KIEFER T. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. # BOSTON, 42 LINCOLN ST. 


NNERSOLES COUNTER WElL ( 
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« © Slippers 


Se re 


IN STOCK 


For Immediate Delivery 
Men's Antiqued Elk Loafer . also Women’s 
and Children’s Sheep Wool Bootees. out 
Slippers made on a Prewelt Pre Process with Oak 
Leather Soles and Rubber Heels. 


NASHUA SLIPPER COMPANY 
LOWELL, MASS. 
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Golf Shoes 
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BUY WAR SAVINGS BONDS AND STAMPS 


5 3 REMOVABLE 


AT ONCE 
DELIVERY 


* Brown Elk Uppers 
* Color Combinations 


Style £2165 * Goodyear Welt 


Sizes 6-12 
we GOLF SHOES 


Mea's ae 2160 & 2 
Ladies’ oe raeeziat-2idd 


Send or * cataioe—ASCO ATHLETIC FOOTWEAR 
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real source of profits. 
Inquiries invited 


357 Fourth Avenne 
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Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


Branch Offices 
LYNCHBURG, vA. GRAND RAPIDS, MICH. 
> SANULUNOQUOGASEODEESUOUOONUOOEODLOSEUEOUOUOUOOOOCOUOUEREOOOEEDONESEOOOOSUDOUOEDUOOEOUOOOEEUOGOEEROOELOULENER: 


POCUUEEEEEULELELETEUEUEUUEEUGEEAERECEROREEEEEEEAEETEEEEA UE AE UEEEAGREAEEEEEAEESEERGEO UE AA AAA E EEO U EEE 


WH£ILLIAM ISELIN & Co.. INC. 


j actors... 


for Manufacturers 


and Selling Agents 
of Shoes, Leather 
and Allied Products. 


NEW YORK 


LOS ANGELES. CALIF. 





Rationing Rumors Untrue, Says OPA Official 


If Based on Advance Planning Now in Progress, They Misinter- 
pret Purpose, Which Is Merely to Be Ready 
for Any Emergency 


WASHINGTON, D. C.—Rumors that 
OPA is going to ration certan specific 
commodities have arisen from that 
agency’s plans to meet future emer- 
gencies with adequate ration ma- 
chinery, Paul M. O’Leary, deputy 
administrator in charge of rationing, 
said last week. Shoes are among the 
commodities that have frequently been 
mentioned for early rationing. 

“Rumors thus started, are not true,” 
said Mr. O’Leary. “A competent dis- 
charge of our duties requires that we 
be ready to meet amy emergency as it 
aris , We launch new rationing pro- 

s when the War Production Board 

s shdrtaes. existing in the supply 

of the commodity or article affected, 

and orders us to start rationing. We 

are’ the technicians. We’re trying to 

be ready with the right machinery the 
minute it is needed. 

“We are planning the rationing ma- 
chinery for many commodities in which 
there is no present need for rationing. 
In this respect, we’re like the fire de- 
partment. It gets its firefighting 
equipment ahead of time so when the 
alarm sounds, they don’t have to go 
shopping for a fire engine in order to 
go to the fire.” 

The present advance planning goes 
in two principal directions, Mr. O’Leary 
said. 

“One is the working out of a uni- 
versal rationing book, which, placed in 
the hands of every citizen of the coun- 
try, could be used for the rationing of 
any commodity or article in which a 
shortage occurred. 

“Such a book is being designed ex- 
perimentally for the OPA now, and 
proof copies are being prepared at the 
Government printing office. If it can 
be made workable, we would have in 
our hands an instrument that would 
enable us to start a rationing program 
almost overnight, instead of having to 
take six to ten weeks as in the past 
when we have had to let the emergen- 


cies wait while we got scores of millions 
of coupon books printed. 

“In our present planning, this uni- 
versal rationing book would contain 
pages of coupons of various numbers 
and various colors, so that any com- 
modity or article could be put on a 
direct coupon ration basis, or so that a 
whole group of commodities or articles 
could be lumped into a point-rationing 
system, so that, for instance, three 
points would buy a handkerchief, and 
five points, a pair of socks. I use these 
particular items to illustrate because 
there is absolutely no though of ra- 
tioning them. 

“The other important direction of 
our ration-plahning is in organization 
and personnel. 

“We have worked out a _ tentative 
organization structure so that new 
rationing programs can be undertaken ° 
with comparative ease and with great 
speed. This involves training the 
greatest possible number of our present 
staff in the rationing programs already 
under way so that they will be familiar 
with all problems involved. Thus they 
may be quickly shifted to a new ra- 
tioning program, or could take over 
the old ones while their superiors 
moved into the new fields. 


Shoe Buyers Appointed 


At Charles Stores 


New York—Louis L. Goldstein has 
been appointed merchandiser and buyer 
of women’s shoes for the Charles Stores 
Co., 370 Seventh Avenue, New York 
City. Mr. Goldstein was associated for 
many years with Sattler’s, of Buffalo, 
and Eckhardt’s, also of Buffalo. More 
recently, he was buyer vf shoes for the 
Gold Bond Department Store, in 
Buffalo. 

Another appointment at Charles is 
that of Gerald W. Fields as buyer of 
men’s, boys’ and children’s shoes. 
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Rayon Hosiery Passes 
The Tests 


[CONTINUED FROM PAGE 40] 


ing rayon hose. No woman car. be a 
“One-Pair Susie” as Roman Strip 
scribes the woman of pre-rayon da 
Instead, this company recommends 
promotion of Hosiery Twins... . 
“least two pairs. ... One to wash. ... 
One to wear. Nomend puts across 
their “Correct Care Policy” in verse: 

“Reap rewards of proper care 

Gently wash before you wear. 

Thorough drying more than pays 

Wear on alternating days. 

Concentrate on proper fit, 

Looks and wear depend on it. 

Women who are stocking-wise 

Buy 3 pairs the proper size.” 


All the hosiery companies are em- 
phasizing the need for special care 
in washing and drying rayon hose. 
Many of them are including printed 
instructions with each pair. 


Contest to Spur Interest 


Another promotion idea is the use 
of contests to stir up interest in rayon 
hose among both sales girls and cus- 
tomers. Gotham Hosiery launched a 
“Girl Behind the Counter” contest on 
the air the first Monday in August with 
prizes for the best letters from custom- 
ers commenting on selling methods of 
hosiery clerks and for the clerks receiv- 
ing customer commendation in winning 
letters.. The contest will be conducted 
over WOR at 9:00 A. M. on Mondays, 
Wednesdays and Fridays and will last 
13 weeks. 

Artcraft is conducting a contest for 
the'smost original window arrange- 
ments featuring the new Fall Art- 
craft highlights. Photographs are to 
be submitted by September 10 to the 
Contest Editor, Artcraft Hosiery Mills, 
Inc., at 350 Fifth Ave., New York, 
N. Y. Three prizes of $25, $15 and 
$10 in Defense Stamps will be awarded. 


Importance of an Early Start 


Stores that have made an early start 
in promoting rayon hose are reaping 
the benefits now. Some of them can 
report their sales of rayon up to 30- 
40 per cent of total hosiery sales. 
Stores that have taken the course of 
least resistance and continued to sell 
the available silk and nylon still have 
to lay the foundation for customer ac- 
ceptance of rayon. The sooner they 
begin to do so the better. Sales girls 
will have to be taught a positive en- 
thusiastic point of view regarding 
rayon. If you are sold on this new hose, 
they will become interested, too. 

You can sell rayon as right from 
every point of view. It is right from a 
patriotic point of view. Silk and nylon 
yarns are vitally needed for para- 
chutes. Any woman who stops a minute 
to realize the importance of parachute 
troops in modern warfare will not 
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moan over being deprived of her silk 
or nylon hose. 


Rayon Is Right 


Rayon is also as fashion right as any 
hosiery yarn. It is attractive in ap- 
pearance with the dull sheen which 
became such a desirable feature of silk 
hose. Although colors are limited in 
most lines to three . . . two shades of 
beige and a lighter dressy shade... . 
these colors have been so carefully se- 
lected that they will meet all coordina- 
tion needs. Yes, it is true that rayon 
is not as sheer, even in the sheer 40 or 
50 denier weights, as silk or nylon. It 


is sheer enough, however, to be really 
attractive and flattering. 75 denier is 
considered by most companies to be 
the best weight for volume business. 
Rachel Smith of . Berkshire considers 
their 75 denier, 45 gauge high twist 
rayon Kantrun with cotton toe is the 
biggest number in their line. A spe- 
cialist in sheer hose like Dexdale ex- 
pects the 40 and 50. denier to be the 
best sellers. 

Rayon, given proper care, may wear 
longer than silk, according to some ex- 
perts who have given it a fair trial. 
Cotton or nylon reinforcements in feet 
and welts do much to increase the re- 
sistance at these points. 





\ A 
Where 





To Buy 
ae \ 
















Honest | atue 
In Beers Pow 


ROBERTS-HART, INC. 
KEENE, W. it. 








Women's Shoes 











QUALITY 
WOMEN’S SHOE JOBS 
FROM 


AMERICA’S FINEST FACTORIES 


_ _BARIS SHOE CO., INC. 
79-81 Reade St., New York City 
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Infants’ and Children's Shoes 
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Packed in Special Carton 
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Hil Shee Co., Phila. 
A. S. KREIDER CO., LEBANON, PA. 














College Promotions Receiving Big Play 





Chicago Stores Headline Co-Ed Fashions as One of Few 
Remaining “Normal” Markets — Shoe Wardrobe 
Given Special Emphasis 


Cuicaco, ILL.—College promotions, 
particularly for coeds, certainly hasn’t 
been retarded by the war this Fall. In 
fact, viewed on the Chicago scene, pro- 
motions directed to the college trade 
seem to be accelerated and downtown 
shoe departments in the larger stores 
are placing more stress on the college 
wardrobe than ever. In the opinion of 
several department heads this remains 
one of the few “normal” markets even 
for women. Girls just starting out to 
college, they point out, can still be sold 
a complete wardrobe and most coeds 
are still open to any novelties and new 
ideas. They also present a “good 
rounded market” in that they buy both 
dressy and tailored shoes. 

They are serving a trimmer, neater 
and better dressed college girl who will 
be interested in shoes other than the 
popular saddles which were the rage 
for several years. As presented in the 
college shops and in the style shows this 
year’s college girl will be wearing the 
customary saddle shoes to a degree, but 
will also wear moccasins, regular ox- 
fords, and, if present indications are 
correct, will go wholeheartedly for the 
espadrille. Some department heads see 
this as a “near rage” in some sections. 
Low heels in brown and black pumps, 
some with bow trims, appear to point 
the way for dress occasions, with spec- 
tators for street wear. 

All of the majer department stores 
in the Chicago Loop have college 
bureaus or college shops with a staff 
of representative girls from the coun- 
try’s major colleges. In all of these 
shops, shoes receive special attention 
among wardrobe recommendations. 

“Do Sit Under the Apple Tree” is the 
invitation extended by Marshall Field 
& Co. to its college center where apples 
and “cokes” are distributed. In its 
booklet of wardrobe suggestions one 
page entitled “Nice Footwork” is de- 
voted to shoes. A well rounded shoe 
wardrobe which comes to a total invest- 
ment of $26.80, includes a pair of 
scuffs, a set of shower shoes and bag, 
a pair of saddle oxfords, a walled last, 
low heel bow pump “for dating and city 
week-ends” and, “entrancing for danc- 
ing,” a gold, a silver kid sandal knot- 
ted at the toe. Field’s also staged a 
special college fashion show in one of 
the store tea rooms serving pop corn 
and soft drinks. The fashion show was 
divided into three parts—“Capers on 
the Campus,” “Solid for the P.M’s” and 
“More of the Same.” A fifteen minute 
intermission was enlivened with a quiz 
program on college wardrobes with war 
stamps as prizes. Some saddle shoes 
were shown in this style show with 
typical college outfits, but there were 
just as many, if not more, moccasins 
and espadrilles shown with slack sets, 


with jacket and skirt combinations, 
with sports suits, and with culottes. 
Bow pumps, most of them with low 
heels, and the vast majority in brown, 
led the parade for dress shoes. 

Carson Pirie Scott & Company also 
staged a special fashion show for col- 
lege girls and also has been running a 
series of showings during the luncheon 
hour in the store tea rooms. Moccasins 
and espadrilles were in the majority, 
the latter appearing not only in brown 
and black but also in reds and greens. 
Brown pumps in various versions were 
shown for dress, such as with a brown 
wool dress, a beige corduroy suit and a 
gold wool jersey. 

This firm has also added a college 
shoe corner to the College Shop, this 
being separate from the regular shoe 
departments on the third and first 
floors. Every type of shoe the college 
girl might possibly want from riding 
boots to very feminine boudoir slippers 
are included here. Espadrilles and 
moccasins appear to be much in favor. 
“T Want to Walk” was the heading on 





‘the booklet of suggestions i d and 


contains six different shoes for walking 
—a pair of Mary Jane ballerina pumps, 
date pumps with medium heels, mocca- 
sins, a pair of.flat play shoes, a pair 
of wedgies and moccasin oxfords. In 
addition display cases in the main aisle 
on the first floor contained assembled 
selections of shoes, hosiery, bags and 
other accessories for college wear. 





Prices Set on Attached 
Rubber Heels 


WASHINGTON, D. C. — Maximum 
prices that shoe repairmen may charge 
for rubber heels, attached to the shoe, 
are set in a new regulation announced 
Monday by the Office of Price Admin- 
istration. 

All grades of rubber heels, toplifts 
and heel bases used in shoe repairs— 
lines formerly manufactured as well as 
the new Victory heels made according 
to WPB rubber-saving specifications— 
are covered by the order which sets the 
maximums to be charged by manufac- 
turers, jobbers and shoe repairmen. 

The maximum prices for men’s at- 
tached half heels range between 55 
cents and 40 cents a pair, depending on 
grade, and women’s cuban heels be- 
tween 40 and 30 cents. Ceilings for 
women’s toplifts run from 30 cents 
down to 20 cents. depending on the type 
used in making the repair, with an addi- 
tional 10-cent charge permitted if re- 
pairs to the heel base are made. The 
maximum applied prices for men’s full 
heels range from 65 cents for corded 
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ACTIVE CHILDREN 


Need more leather soled 
footwear for dress and 


school and play. 


Sizes 
6% /9 
Style 772—White with Brown Elk Saddle 
Style 774—Brown with Smoke Elk Saddle 


Essential to the speed of a na- 
tion is the growth and health of 
7 children. ELAM jee 

ys a part in every store 
that cae the army of children 
with new shoes for the new life 
at school. Merchants e ere 
find in ELAM'S In-S Pre- 


Welts the better shoes for better 
living. 
Write for ELAM Catalog . 


F.S. ELAM SHOE CO. 











heels down to 45 cents for the “special 
competitive grade.” 

Maximum prices that manufacturers 
and jobbers may charge for heels pre- 
viously manufactured are those that 
have been in effect since the summer of 
1941, except that the Federal excise 
tax may be added, and the ceilings on 
the new Victory line have been set on 
a comparable basis. > 


Making Service Shoes 
With New Heel 


Sr. Louis, Mo. — A new combination 
wood-and-rubber heel for Army service 
shoes will be produced by the Interna- 
tional Shoe Company, St. Louis; Brown 
Shoe Company, St. Louis, and Belleville 
Shoe Company, Belleville, Illinois, 
under a recent government contract. 
Total contract calls for 635,000 pairs 
of service shoes which feature a rub- 
ber heel with a heavy wooden core, 
which are already in production at 
International Shoe Company, whose 
contract amounts to 465,000 pairs, to 
be manufactured in six factories and 
production units. Belleville Shoe Com- 
pany has a contract for 34,000 pairs of 
the same shoe, and Brown Shoe Com- 
pany will make 180,000 pairs. 

The new shoes, after extensive test- 
ing, have shown themselves capable of 
providing the tomfort and silence of 
rubber with the tough wearing qualities 
unimpaired. 
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New Service Shoe 


Awards Announced 


Boston, Mass.—Awards of contracts 
for nearly 3,000,000 pairs of black car- 
bon rubber taps and 1,202,592 pairs of 
leather taps for service shoes were an- 
nounced Monday by the Boston Quar- 
termaster Depot. Goodyear Tire & 
Rubber Co. of Windsor, Vt., was 
awarded 347,465 pairs of the first type 
and Tanners Cut Sole Co., Boston, 307,- 
982 pairs of the second. 

One contract for 300,000 pairs of 
Army shoes was awarded to Federal 
Prisons Industries, Inc., in Washington, 
D. C., and awards for miscellaneous 
products covered leather sole strips, 
pocket knives, nurses’ overshoes and 
different types of shoe pacs. 

Awards announced included: 

Black carbon rubber taps: U. S. 
Rubber Co., New York, 298,426 pairs; 
Endicott Johnson Corporation, Endi- 
cott, N. Y., 280,000. 

Leather sole taps: Armour Leather 
Co., New York, 101,024 pairs; Military 
Leather Co., Buffalo, N. Y., 2,964; U.S. 
Leather Co., New York, 114,845; Ulster 
Knife Co., New York, 46,000 mountain 
pocket knives; Goodyear Rubber Co., 
Middletown, Conn., 13,200 pair shoe 
pacs; Goodyear Rubber Co., Middle- 
town, Conn., 28,800 pair shoe pacs. 


Hosiery Colors for Fall 

New York — Official hosiery colors 
issued by the Textile Color Card Asso- 
ciation, as already noted, are Glorious, 
a blush-tinted beige; Valorous, a neu- 
tral beige, and Victorious, a sunburnt 
beige. Victorious has been adopted by 
the Quartermaster General of the 
United States Army as the official color 
for full length rayon and cotton for the 
Women’s Army Auxiliary Corps. It 
tones in well with the Golden Tobacco 
color of their shoes. 

Among leading hosiery manufactur- 
ers the following colors have been in- 


troduced for Fall. Artcraft, according: 


to Mrs. Mello M. Meldram, will have 
two colors . . . Cabby, a golden beige, 
and Hansom, a reddish beige. The 
names are part of the Artcraft “Stock- 
ing of Elegance,” Gay Nineties theme. 
Rachel Smith of Berkshire announces 
four “Vitamin” colors . . . Almond, a 
warm skin tone; Whole Wheat, a brown 
beige; Carrot, a copper tone, and Apple, 
a rosy beige. They are listed in the 
order of their predicted popularity. 
Vera White of Brown Durrell has an- 
nounced for early selling two colors, 
Opalescent, slightly yellow in tone, and 
Mauresque, slightly pinker in cast. 
Betty Lambert of MHoleproof an- 
nounces three “Commando” colors . . 
Alert, a rosy tan; Patrol, a glowing 
medium beige; Surprise, misty with a 
warm undertone. Mabel Nolan of Nolde 
& Horst features Home Front colors 
. . . Cheer, a cheerful golden beige; 
Hearth, a mellow beige; Chore, a light 
utility taupe beige. Mrs. Gertrude 
Dinsmore of NoMend announces three 
Alert shades for Fall . . . Flashlight, a 
taupe; Candlelight, a beige, and Flare, 








a tan. Mrs. Selma Brown of Vanity 
Fair is showing Down-to-Earth colors 
. . . Honey Bun, Sweet Rye and Whole 
Wheat. 


West Coast Manufacturers’ 
Group Elects Officers 


Los ANGELES, CaLIF.—Elected officers 
of the permanent organization of the 
Shoe Manufacturers’ Association of 
Southern California are: President, 
Melville Kaufmann, Casuals, Inc.; Vice- 
President, Jules Fern, The Fern Shoe 
Co.; Treasurer, Sol Hurits, California 
Shoes, Ltd.; Secretary, Marion Char- 
bonneau. 


Special Department 
For Training Saleswomen 


SAN FRANCISCO, CALIF.—A special 
department called “Play Room Scamps” 
has been set up in the Feltman & 
Curme store, which is used to train 
saleswomen. The new saleswomen be- 
gin here and as they become more pro- 
ficient, move on to other departments. 


Leo J. Ratchen 


MILWAUKEE, Wis.—Leo J. Ratchen, 
47, purchasing agent for the Simplex 
Shoe Manufacturing Co., here, for the 
past number of years, died Aug. 7 at 
his home. A native of Newack, Ohio, 
Mr. Ratchen is survived by his widow, a 
son, a daughter, three sisters and two 
brothers. 
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SALESMENAWANTED 


FOR'SALE | 


WANTED TO PURCHASE 














Several Attractive Established Ter- 
ritories open to experienced shoe 
salesmen. Drawing accounts to 
right parties. Give full experience 
and references. 


GROVES SHOE CO. 
Monroe St. Cc 


311 West hicago, Hil. 








FOR SALE 
Fully equipped shoe factory making 
Men’s and Boys’ Dress Shoes. Ca- 
pacity 1800 pairs daily. For full 
particulars write Boot and Shoe 
Recorder, Box 609, 140 Federal St., 
Boston, Mass. 











BUYERS OF 
MANUFACTURERS—RBTAILERS 
SURPLUS STOCKS > 
We buy for cash surplus or complete shoe stecks. 
Branded or umbranded. Generous prices. 
Write, wire er phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1 











XPERIENCED SHOE SALESMEN to rep- 

resent a manufacturer of Boys’, Misses’, 
Growing Girls’ Welts and McKays to retail from 
$2.50 to $4.00. All styles carried in stock. 
Territories epen: Texas, Alabama, Tennessee, 
aad Kentucky, Virginia and West Virginia, 
Illinois, Minnesota, Wiscensin, Georgia. Only 
experiemced men wanted. Straight commission. 
Address #598, care Boot & Shee Recogder, 100 
East 42nd Street, New York, N. Y. 





XPERIENCED SHOE SALESMEN wanted 
to sell Men’s and Boys’ McKay, McKay 
Welt and Goodyear Welt in stock shoes. Shoes 
retail from $2.00 to $4.00. Straight c issi 





OR SALE: 500 pairs Brown and White 

Spectator Pumps, natianally advertised brands, 
$1.75 per pair. Send for size sheet and sam- 
ples. W. M. SHAFER, Box 604, Lancaster, 
Ky. 


F LORIDA SHOE CHAIN of four stores for 
sale, with or without stock; will sell indi- 
vidually; locations one hundred per cent; rents 
reasonable. Address #605, care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 


POSITION WANTED 


POSITION WANTED—Young man 34 years 
old. Experienced in the shoe business as 
ger, district supervisor, merchandising. 














Territories available: Texas, Louisiana, Mary- 
land, Michigan (excluding Detroit), North 
Carolina, South Carolina. Oklahoma. Kansis, 
Missouri, and Nebraska. Established 1905. Ad- 
dress: Harrison Shoe Company, Everett, Mass. 








SIDE LINE SALESMAN WTD. 


W ANTED:—Salesmen now carrying line of 

better women’s shoes to handle as sidelinc, 
nationally advertised PUFF-TEEZE boudoir 
slippers)¥ ‘Retail $3. Territories available Ohio) 
Indiafia; southern states, Colorado, Arizona, 
New Mexico, Utah, Idaho, Montana, Wyoming. 
Give COMPLETE details as to present lines 
carried. RUTH SHOE CO., ALBANY, N. Y. 





S ALESMAN FOR SIDE-LINE of Better 

Grade Growing Girls’, Misses’, Children’s 
Welts; Milwaukee made; commission 7%. Give 
references. experience: must have following. 
Address #606, care Boot & Shoe Recorder, 
209 So. State St., Chicago, Ill. 





SIDE LINE SALESMEN wanted for line of 


Play Shoes and Goodyear-stitched Ladies 


Sandals $3 and $4 retail; should be calling on 
trade regularly for their present line in the 
following territories: West Coast, Texas. 
Louisiana, Florida, Georgia, Carolina, Tilinois, 
Indiana, Wisconsin, Mirneseta and Michigan. 
Address #610, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





displays, training of personnel, knowledge of 
buying. Now with a large organization for the 
past 13 years. Aggressive and efficient. 3A in 
draft. Address #608, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N .Y. 


BUYER and Manager. 25 years’ department 

store experience. Live wire money maker. 
Open for good proposition. Will go anywhere. 
Address .M. R.,°1333 East 48th Street, Brook- 
lyn, N. Y. 


EASONED salesman, Gentile; employed, 

proven management and sales ability. Also 
orthopedic work. 46 years old, pleasant and alert. 
Wants job in Wisconsin, Minnesota, Middle West 
or Rocky Mt’n region. Address 24607. care 
Boot & Shoe Recorder, 100 East. 42nd Street, 
New York, N. Y. 


BUSINESS OPPORTUNITY 

















BUSINESS OPPORTUNITY 


Wanted—Shoe executive with capital and 
factory experience to associate with going 
women's shoe manufacturer in middle west. 
All. negotiations kept in strict confidence. 


G. R. KINNEY CoO., INC. 
2 Park Avenue New York, N. Y. 














ORTHOPEDIC SHOEMAN has large clien- 

tele in The Oranges, New Jersey; rich com- 
munity, low rent; good store available; partner 
wished, or connection with n who wants 
to branch out. Address #604, care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 














WEBUY 

Surplus Wholesale and Retail 
randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


IRVIN BUBIN 


89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 


Entire or 
Stocks. Also 

















SELL YOUR SURPLUS STOCKS 


to 
KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes from 
retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5579 

















SHOE STORES WANTED 


FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 


79-81 Reade St.. New York 
Unusval references on request 

















CASH 


For Entire Stocks er Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
120 N. Fourth St., Philadelphia, Pa. 
Phene Lombard 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents 
charge, $1.25. When o box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with o maximum of 46 words. 
Classified advertising is payable in advance. 
sf Advertisements for this page must be in our New York Office on Friday of the week preceding publication “2 


per word. Minimum 
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Retail Volume Gains on Coast 


Los ANGELES, CALIF.—Business de- 
velopments in Southern California dur- 
ing July were featured by (1) further 
increases in production of war goods at 
local plants despite increasing prob- 
lems of material supply, (2) maturing 
of plans to build extensive facilities to 
produce synthetic rubber locally, and 
(3) a sharp recovery in volume of re- 
tail trade, reports the Research depart- 
ment of the Security-First National 
Bank of Los Angeles. They further 
report: : 

“While the synthetic rubber plant 
construction program mentioned above 
will be a major industrial development, 
the entire war plant expansion program 
in Southern California is now well ad- 
vanced and the number of additional 
jobs opening up in the months ahead 
will be substantially smaller than in 
the past. In connection with this down- 
trend in the number of new jobs, it is 
noted that migration to this area of 
persons seeking employment at the war 
plants has declined. This in turn has 
reduced the need for additional war 
housing and has been a contributing 
factor in the decision of government 
officials -to resist further residential 
building in this area. 

“The volume of retail trade in 
Southern California rose sharply in 
July, regaining the ground lost in the 
previous two months. The record of 
department stores in downtown Los 
Angeles is illustrative of the recovery. 
Sales for this group of stores rose 11 
per cent from the June level, seasonal 
factors considered, and were about 4 
per cent greater than in July a year 
ago on a daily average basis. Despite 
the marked gain in sales volume, the 
physical volume of goods sold remained 
substantially under that of last year 
since the increase in prices has been 
considerably more than the increase in 
total dollar sales.” 


Named Assistant Manager 


RocHEster, N. Y. — Milton Smith, 
who has been in the shoe department 
of B. Forman Company’s women’s ap- 
parel store for considerable time, has 
been named assistant manager of main 
floor merchandise. He succeeds Charles 
Zelter, who is now in the United States 
Army. 
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BRANNOCK 
SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 
increase repeat sales 


2. ATTRACT NEW CUSTOMERS 
more professional skill 


3. CUT FITTING TIME IN HALF 


fewer try-ons; more sales 


Write for Scientific Folder and 
list of manufacturers offering 
Brannock Devices at special co- 
operative price. 








Trade Literature 


Guide to Merchandising 


“The Joyce Platform” is the title of 
an attractive merchandising portfolio 
issued by Joyce, Inc., of Pasadena, Cal., 
manufacturers of Cool-ees leisure foot- 
wear. The book is beautifully designed 
and printed, size 11 by 14 inches, and 
in addition to attractive style illustra- 
tions carries swatches of leathers and 
other materials in the colors featured 
for the coming season. 

The purpose of this portfolio is to 
explain the merchandising possibilities 
of the Joyce line, not only to the buyers, 
but especially to the salespeople in the 
stores so that they in turn may be able 
to present the styles more intelligently 
to their customers. It gives them the 
kind of information they need in sell- 
ing, also concrete suggestions for the 
use of the advertising and display de- 
partments and a price list of bags, 
scuffs, slippers and shoes. 





Indiana Travelers 
Set Show Dates 


INDIANAPOLIS, IND. — Indiana Shoe 
Travelers’ Association held its first 
meeting Saturday, Aug. 8, in the Apollo 
Room, at the Canary Cottage. Because 
of many restrictions on footwear and 
the delay in shipments of footwear to 
retail channels, it was decided to begin 
Fall activities a month earlier. 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 






FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 


sree the sides. Any fullness or 


12-50 wrinkles in leather or fab- 
$ ric are easily shrunk with- 
Curved type tron out harm. 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Sist Street, Indianapolis, Ind. 








After the usual luncheon members 
heard reports from the office of the 
secretary and treasurer, and the gen- 
eral discussion of business by the presi- 
dent, Ralph A. Baker. 

The real purpose of the meeting was 
té discuss the annual convention date. 
After several interesting arguments ‘it 
was decided to hold the regular annual 
Buyers’ Week and Style: Show, Nov. 
29-30 and Dec. 1, in the Claypool Hotel, 
Indianapolis. 

President Baker, immediately ap- 
pointed the convention committee as 
follows: Ralph A. Baker, general chair- 
man, and Frank Brown, Jack New- 
comb, Herbert Smeltzer and Ernest C. 


Smeltzer. Other committees will be 
appointed at the next meeting in 
September. 


Joins Signal Corps 

SoutH ORANGE, N. J.—Burton H. 
Terhune, treasurer of Posturbilder 
Shoes, Inc., here, has enlisted in the 
Signal Corps and is attending a techni- 
cal school in Newark, N. J. Upon com- 
pleting this part of his instruction he 
expects to go to Fort Monmouth, at 
Red Bank, N. J. to attend the Officer 
Candidate School. 

The business will be continued under 
the management of Mrs. Terhune, who 
started it in Maplewood, N. J., nearly 
five years ago. She will be assisted by 
Mrs. Christine Mercer, a well-known 
fitting and foot expert, from Illinois, 
who recently joined the staff at the 
store. 
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VES 


GIVE YOUR CHILD CORRECT ""BODY BALANCE" 





Yes — Ritestarts for the Pre- 
walker or First Stepper — 
Scientific Shoes for dress-up 
and school days — Muscle 
Builders to prevent Pronation 
—and Teen Types for your 
school and college days. They’re 
all Dr. Posner’s fa- 
mous footwear — 
complete from tots to 
teens. No wonder the 
smart retailer makes 
his shop Dr. Posner’s 
Health Shoe head- 
quarters! 
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‘. Well known in the juvenile footwear marke 
trade names are stamped on our shoes fo 
identification. They are a guarantee that 
deliver, in addition to the tangible qualitie 

* intangible qualities the buyer has a right to ée 
stand for fair treatment to all . . . for uniforn 
for prices consistent with market conditio 

¥%& sound, original styling . . . for fit and const 
suited to keep young feet healthy . . . for the 
complete stock service which keeps dealers 

+. down and turtiovers up. Well informed 
that this combination of qualities, consistent 
produces a most satisfying juvenile shoe bus 

* 


GREEN SHOE MFG: CO- 








